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NBC-TV Gets Up Early with ‘Today, 
Will Stay Up Late with New “Tonight 


New York, July 29—Having 
pioneered in early morning tv 
salesmanship on “Today,” NBC’s 
president, Pat Weaver, is going to 
tackle a new frontier—late night- 
time. 

For months the word has been 


Sorry About ‘Iron 
Age’ Shift, Audit 
Bureau Lashes BPA 


NEw York, July 30—The Audit 
Bureau of Circulations today ex- 
pressed its regrets at Iron Age’s 
resignation, because “it will be a 
number of years, if ever, before 
buyers can make similar compari- 
sons of Iron Age’s circulation with 
the 20 BPA [Business Paper Au- 
dit] metal working papers. To 
date, no group of papers in any 
field in BPA have ever had uni- 
form classification agreements. All 
ABC papers in all fields of in- 
dustry and business have been 
operating under such agreements 
for many years.” 

The ABC also “believes that de- 
nying buyers the right of making 
accurate comparisons is actually 
lowering the standards of audit- 


ing and media selection instead of | 


raising them.” 


s Highlight of the statement from 
an ABC p.r. spokesman: 
1. It disputes Iron Age’s claim 
that its resignation was predicated 
(Continued on Page 71) 


out that Steve Allen, who presides 
over a leisurely, stay-up-late show 
on WNBT, New York, would be 
given the run of the network in the 


fall. Today Mr. Weaver made the 
word official in a clesed-circuit 
talk to stations. 

Mr. Allen, whose show will then 
be called “Tonight,” will go net- 
work Sept. 27. A production staff 
is now at work deciding how the 
program will be adapted for na- 
tional coverage. The show will be 
offered as far west as Omaha. In 
the eastern time zone it will be 
televised from 11:30 to 1; in the 
central time zone, from 11 to mid- 
night, Monday through Friday. 


= NBC-TV is embarking on this 
extra program service as a result 
of pressure from stations; it ex- 
pects to have about 31 stations 
lined up for the September kickoff. 
“Tonight” will be sold on the 
“Today” pattern. A sponsor can 
buy one one-minute participation 
or as many as he wishes. On the 
basis of a lineup of 31 stations, a 
participation is expected to cost 
about $4,500. There will be peri- 
odic five-minute local cut-ins—for 
news, weather and advertising. 


VARIETY PACK 


CHOOSEDAY—This color page slated 
for the Aug. 9 Life will use the 
comic treatment to help sell 
Kellogg’s Variety Pack. Another 
follows in the Aug. 23 issue. Leo 
Burnett Co., Chicago, is the agency. 


Curtis Starts 
Weekly to Vie 
with ‘TV Guide’ 


Polaroid Corp. (Doyle Dane 
Bernbach) has signed for eight 
participations starting with the 
first show. 

it is not hard to see why NBC- 
TV wants to enlarge its network 
time range. Choice evening hours 
are full to bursting; available day- 


(Continued on Page 4) 


Institute's First Ad Drive Aims to 
Overcome Resistance to Use of Rayon 


Special Motivation Study 
Used to Determine Copy 
Slant and Select Media 


New York, July 28—American 
Rayon Institute is launching its 
initial advertising campaign, based 
on a special motivation study, first 
of its kind in the rayon field. The 
object of the campaign is to over- 
come resistance to rayon in the 
high-fashion field. 

The schedule calls for color 
spreads, running from August 
through November, in five con- 
sumer magazines. Glamour, Har- 
per’s Bazaar, McCall’s, The New 
Yorker and Vogue will carry two 
spreads each. Ads announcing the 
campaign have already appeared 
in Daily News Record and Wom- 
en’s Wear Daily, and will be con- 
tinued. McCann-Erickson is the 
agency. 

Benjamin Wood, executive di- 
rector of the institute, told AA the 
research was started in August, 
1953, by McCann-Erickson for the 
institute, under the supervision of 
Dr. Herta Hertzog, associate re- 
search director of the agency. 


a It involved depth interviews 
with 1,005 women and 513 men. 
People interviewed were chosen 
to yield a cross-section in terms 


of age, income, region and city 
size. 

It was found that the main ra- 
tional reason people had for select- 
ing rayon, Mr. Wood. said, de- 
pended on their experience at the 
end use. But their acceptance of 
rayon was not transferable from 
one use to another. The diversity 
of rayon’s uses made jt difficult to 
get a clear-cut decision, since ray- 
on has many end uses in industry, 
apparel and in house furnishings. 

The study emphasized that wom- 
en buy apparel and t.ouse furnish- 
ings for utility and beauty and 
that, while the kind of fiber or 
fabric used in the product may be 
important, the end use is the de- 
termining factor that influences 
the purchase. 


s Another and vitally important 
point developed by the study, Mr. 
Wood said, was that people most 
favorable to rayon are in the 
middle income brackets in middle- 
size cities—people least influenced 
by high fashion. 

“In assaying our advantages,” he 
said, ‘“‘we found them to be rayon’s 
diversity, the assortment of colors 
available, and its multiplicity of 
uses.” 

American rayon producers in 
1953, he said, did a business of 
$465,000,000 and achieved a peace- 

(Continued on Page 70) 


PHILADELPHIA, July 28—Curtis 
Circulation Co., the distributing 
‘arm of Curtis Publishing Co., is 
joining its parent in national 
magazine publishing. 

Late in October, the Curtis cir- 
culation subsidiary will begin 
publishing a weekly magazine 
covering television and television 
programming—and aimed specif- 
ically at the market now held al- 
most solely by TV Guide. 

The company, which has been 
studying plans for the magazine 
for about eight months, will pub- 
lish local and national editions 
which will retail for 15¢. Curtis 
Circulation also will distribute the 
new magazine, which is so far 

(Continued on Page 8) 


Sweepstakes Coupon 
Deal to Get Rerun 


NEw York, July 30—Flushed 
with the success of its first give- 
away last winter—it attracted 10,- 
500,000 entries—Lever Bros. Co. 
plans to run another $100,000 
Lucky Lever Sweepstakes. 

The second handout promotion 
begins the week of Sept. 20, when 
a mail drop of more than 125,000,- 
000 coupons will blanket the coun- 
try. Five Lever brand names will 
be featured: Rinso White or Rinso 
Blue; Lux Liquid or Lux Flakes; 
Pepsodent white or Pepsodent 
chlorophyll; Lifebuoy soap and 
Good Luck margarine. 

In addition, the mailing will in- 
clude entry blanks for $100,000 
in 11,011 prizes which will be 
given to persons picked from 
among participants who send in 
their names and addresses and the 
names and addresses of their 
dealers. First prize again is $25,000 
in cash. 


= Heavy promotion to be given 
the sweepstakes includes pages in 
Sunday supplements and _ what 
Lever estimates to be “the largest 
list of daily newspapers ever used 
to back a single promotion’”—more 
than 600. Other support will in- 
clude “Lux Video Theater,” “Big 
Town,” “Arthur Godfrey Time,” 
Art Linkletter’s “House Party,” 
“Lux Radio Theater,” and “Aunt 
Jenny” as well as large-space tie- 
in ads with local dealers plus ex- 
tensive point of sale merchan- 
dising. 

Advertising will be aimed at 
getting maximum coupon redemp- 
tion during the first three weeks 
of the month-long promotion. 
Lever expects that redemptions of 
coupons will break the record set 
in the first promotion, which, Lev- 
er says, resulted in “unprece- 
dented out-of-stock reports from 
both independents and food chains 
across the country.” 


George Hamm, assistant general 


vision. 


cities throughout the country. The 


Cotton Promoters to Open 


Batting Institute will co-sponsor 


Last Minute News Flashes 
Skillin Named Armour Advertising Chief 


Cuicaco, July 30—Ralph E. Whiting, who was named general adver- 
tising manager of Armour & Co. two years ago, after serving as adver- 
tising manager of the auxiliaries division, which handles soap, chem- 
icals and other non-food products, has resigned, and has been suc- 
ceeded as general advertising manager by Kenneth L. Skillin, who 
succeeded him two years ago as auxiliaries advertising manager. 


advertising manager, has also re- 


signed. David L. Duensing, who has been assistant to Mr. Skillin at the 
auxiliaries division, assumes the advertising managership of that di- 


Schenley Plans Late-Summer Poster Campaign 

New York, July 30—Schenley Distributors is breaking an outdoor 
campaign for Schenley Reserve whisky which calls for 1,400 24-sheet 
posters through August to mid-September on major highways and 


company’s usual slogan, “The Best 


Tasting Whisky in Ages,” has been changed to read “The Best Tasting 
Whisky in Summer.” The Schenley logotype on posters will be in 
Day-Glo. Batten, Barton, Durstine & Osborn is the agency. 


Upholstery Drive 


MEMPHIS, July 30—National Cotton Council and the National Cotton 


a national consumer campaign to 


promote cotton padding with inner springs in bedding, furniture and 
auto seats. Initial ad will be a b&w full page on bedding in The Sat- 
urday Evening Post, Sept. 15. The schedule also calls for pages in 
Better Homes & Gardens, House Beautiful, business papers in the bed- 
ding, furniture and automobile fields, plus direct mail, car cards and 
publicity. Greenhaw & Rush, Memphis, is the agency. 


(Additional News Flashes on Page 71) 


General Foods’ 
Ad Budget Rises 
to $62,000,000 


Annual Spending, Hiked 
$8,000,000, Equals 7.9% 
of Corporation's Sales 


NEw YorK, July 29—General 
Foods Corp. spent $62,000,000 on 
advertising in the year ending 
last March 31. This is $8,000,000 
over the budget of the previous 
fiscal year. 

The total sum was disclosed 
yesterday by Charles G. Mortimer, 
president of the corporation, at 
the annual stockholders meeting. 
In his talk it was erroneously 
stated that General Foods had in- 
creased the budget $12,000,000. A 
check by ADVERTISING AGE un- 
covered the error, but it was too 
late for the wire services to catch 
it. 

Mr. Mortimer said the ad spend- 
ing last fiscal year—largest in GF’s 
history—was 7.9% of sales. The 
previous year it was 7.7%. He gave 
no breakdown of how the budget 
was split among various media. 

GF’s expenditure is the highest 

(Continued on Page 67) 


ABC Asks Stations’ 


Okay of 15% to 20% 


Cut in Night Rates 


NEw York, July 30—American 
Broadcasting Co. plans to meet 
competition this fall by cutting 
nighttime network radio rates by 
15% to 20%. The network is 
making the adjustment by over- 
hauling its rate structure. 

If stations approve, ABC will be- 
gin billing sponsors on the basis of 
a single gross rate for day and 
night, with discounts to differen- 
tiate between morning, afternoon 
and evening time. Many stations 
have already switched over to this 
rate system, but ABC is the first 
network to give it a try. 

CBS Radio, which started the 
last round of network rate reduc- 
tions, and NBC, which followed a 
few weeks afterwards, both effec- 
ted their cuts through increased 
nighttime discounts. 


a “We think it’s a little ridiculous 
to increase discounts on these fic- 
titious nighttime grosses any fur- 
ther,” Charles T. Ayres, v.p. in 
charge of the ABC radio network, 
said. “We already have a 62% 
maximum nighttime discount. If 
we raised that any higher, it would 
be really unrealistic.” 

For sponsors, ABC rate revisions 
will mean no change in costs for 
morning time, no change for after- 
noon time and a 15% to 20% cut 
for nighttime. Morning will con- 
tinue to be prime time. 

The network’s rate reduction 
formula has been approved by the 
affiliates committee, and with the 
CBS and NBC changes a fait ac- 
compli, ABC stations are not ex- 
pected to hold out against the in- 
dustry trend. ABC’s effective date 
is Oct. 1. 
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‘Bully for the Sweaper!’ ... 


Sneezes, Headaches Inspired First 
Bissell Carpet Sweeper 78 Years Ago 


Grand Rapids Family 
Business Has Produced 
38,000,000 Sweepers 


By James V. O’Gara 

GRAND Rapips, Micu., July 28— 
When Melville Reuben Bissell suf- 
fered bouts of sneezing and head- 
aches in his modest crockery shop 
here 78 years ago, he never sus- 
pected the straw china packing 
and dust that littered his floor. 

But one day, examining a sweep- 
er called the “Welcome,” Bissell 
decided it could be improved to the 
point where it would pick up dust 
instead of merely stirring it up. 
Within a week the inventive young 
man came up with the first Bissell 
sweeper. It was a clanking and 
cumbersome machine, but it picked 
up dust admirably. He obtained 
his first patent in September, 1876 
—about the time his sneezing fits 
and headaches started to subside. 

Bissell and his wife, Anna Suth- 
erland Bissell, started their new 
business in a room over the crock- 
ery store. There they assembled 
their machines by hand. They ar- 
ranged with local housewives to 
wind tufts of hog bristle with 
string, dip them in hot pitch and 
insert them in brush rollers. Once 
a week, Mrs. Bissell used her 
horse and buggy to collect these 
finished parts and deliver raw ma- 
terials. 


ws From this simple start, Bissell 


became the supplier of more 
than 38,000,000 carpet sweepers to 
“lighten woman’s labor.” Until the 
Korean outbreak, millions of half- 
wild Chinese hogs worked for the 
Bissell family, which as early as 
1895 could boast that it filled 85% 
of the world’s sweeper needs. Its 
advertisements announced that this 
production feat was accomplished 
with the annual assistance of 
some 2,000,000 hogs whose bristles 
best bounced dust particles from 
floor to sweeper dustpan. 

Each Bissell sweeper uses as 
many as 36,000 bristles. Each 
bristle was patiently plucked from 


live hogs by hand until a canny 
Chinese hit on a mass production 
method: Itching powder sprink- 
led on the porker’s back caused it 
to rub briskly against stakes 
erected in pigpens. The bristles 
fell like rain. 

The 1950 police action in Korea 
halted imports from China and 
forced Bissell people to depend 

(Continued on Page 40) 


Bissell's ‘Biggest’ 
Ad Push Backs New 


Sweepmaster Model 


GRAND Rapips, Mich., July 29— 
Right now Bissell Carpet Sweeper 
Co. is in the middle of the “biggest 
advertising push” in its history— 
with the spotlight thrown on its 
recently-introduced Sweepmaster 
model (AA, Jan. 18). 

The Sweepmaster, which lays to 
rest any notion that a _ carpet 
sweeper is old fashioned, is the 
product of new thinking at the 78- 
year-old Grand Rapids company. 
About three years ago it was de- 
cided to overhaul the Bissell busi-: 
ness approach to meet modern 
demands. The movement’ was 
launched in advertising and mar- 
keting, activities headed by Mel- 
ville R. Bissell III, 33-year-old 


M. R. Bissell I! Percy W. Nickel 


grandson of the founder of the 
company, and Percy W. Nickel, ad- 
vertising manager. 

Among their innovations was a 
decision to drop advertising em- 
phasis on mechanical improve- 

(Continued on Page 41) 


Burlington Mills Ad 
Puts Point Across 
—with Sanka’s Copy 


New YorK, July 27—“Coffee- 
lovers who, for one reason or 
another, feel they can’t drink the 
tasty brew and still sleep have, for 
years, sworn by Sanka...” 

So reads the opening sentence in 
an ad which ran in Sunday’s New 
York Times Magazine. But it’s an 
ad for Burlington Mills. 

Topped by an Abner Dean car- 
toon, depicting the panic attendant 
upon a sleepless Sanka drinker, the 
ad is headlined, “The Night the 
Sanka Coffee Didn’t Work.” The 
copy angle is summed up in sen- 


: TRE NIGHT THE SANKA COFFEE DIDNT WORK : 


com, 


tences reading, “...millions of 
Americans have, through experi- 
ence, come to trust. scores of ad- 
vertised products. However, it’s 
only human nature not to be 100% 
perfect—and even the best of com- 
panies have things go wrong occa-. 
sionally.” 

From here on, the copy goes on 
to discuss the importance of at- 
tending to small complaints, no 
matter how big the business. 


a Walter Weir, v.p. of Donahue & 
Coe, Burlington’s agency, told Ap- 
VERTISING AGE that the ad grew out 
of a plan to demonstrate the 
seriousness with which American 
industry treats even the slightest 
indication that a product is not up 
to advertised standards. “Original- 
ly,” he said, “it was our plan to use 
the famous Gluyas Williams car- 
toon, ‘The day a cake of soap sank 
at Procter & Gamble’s,’ which ap- 
peared in The New Yorker back in 
1928. 

“However, permission to repro- 
duce this cartoon in an advertise- 
ment could not be obtained from 


|either The New Yorker or Mr. Wil- 


liams.” The agency believed, how- 
ever, that the same point could be 


||made by using the established re- 


putation and prestige of Sanka 
coffee. \ 


Accordingly, permission to use 


product’s name was solicited 


from and eagerly granted by C. G. 
Mortimer Jr., president of General 
Foods, and the ad was put into 


work. 


“TORIC DEMAND FOR MILDER 
COWER- PRICED OLD CRUW ! 


HISTORIC RECORD SET BY MILDER 
MOWER-PRICED OLD CROW 


WORTH CROWING ABOUT—National Distillers Products Corp. will use 


ads such as these, ranging in size 


from a page down to 400 lines to 


talk about the “historic record” set by its recently introduced 86- 

proof straight bourbon along with the traditional 100-proof bottled- 

in-bond bourbon. Nearly $1,000,000 will be spent in 1,375 newspa- 
pers before the end of the year. 


Ask a Litigant... 


FTC Is Nothing 
Like Cake, Mr. 
Mason Observes 


WASHINGTON, July 27—Federal 
Trade Commissioner Lowell Mason 
wants the world to know he’s no 
cake. He prefers to compare him- 
self with a bouillabaisse. 

All this came into the open be- 
cause Commissioner Mason and 
Commissioner Albert Carretta have 
had some disagreements over the 
procedure that the commission 
should have used when it decided 
to expand the complaint that it 
has issued against a number of big 
scrap iron firms. 

Commissioner Carretta, who was 
in the minority, said the commis- 

(Continued on Page 6) 


Reeve Sees 50% 
Sales Rise for Home 
Laundry Equipment 


MAcKINAC ISLAND, MicH., July 
26—Home laundry sales in the last 
half of this year will increase as 
much as 50% over the January- 
June period, the president of 
American Home Laundry Man- 
ufacturers Assn. said today. 

Speaking at the association’s 
convention here today, W. Homer 
Reeve, who also is president of 
Easy Washing Machine Corp., 
Syracuse, said he bases the predic- 
tion upon a survey of manufac- 
turers he made before the meeting. 
He set the total sales this year at 
4,000,000 washers, dryers and 
ironers. 

“Some of our rn embers estimate 
their second ha! sales will be up 
20% to 25%,” he said. “Others said 
15%. One precited ‘about the 
same’ and another declared that 
his increase would be a ‘good 
one.’” Highest «:timate by a pro- 
ducer was 50% cf first-half sales. 


w The survey : owed these rea- 
sons for the op nistic view, Mr. 
Reeve said: 

1. Big fall sale programs and in- 
creased numbe: of distributors 
and dealers. 

2. Last year cd tributors and re- 
tailers were tal ng about a pos- 
sible depression today their out- 
look is optimisi 

3. Open-end rn. rtgages are being 
used more to fi .nce purchase of 
major appliance 

4. Builders an. utility companies 
are pushing prog. ams to encourage 
rewiring of hom: . to accommodate 
bigger appliance . 


Aunt Jemima Offers 
“BH&G’ House, Cash 
in $75,000 Contest 


Cuicaco, July 27—A_ $75,000 
prize contest will be run during 
September by Quaker Oats Co. for 
Aunt Jemima pancake and buck- 
wheat mixes. 

Grand prize is a Better Homes & 
Gardens “Home for All America” 
plus $5,000 in cash. Second prize is 
a General Electric kitchen; 1,686 
other prizes will include Georgia 
Pacific Ripplewood for wall panel- 
ing, Congoleum-Nairn flooring and 
Pacific contour sheets. 


ws Entrants must complete a rhyme 
and send their entry in with a box 
top from either the pancake or 
buckwheat mix. The rhyme goes: 
Now you can watch me 
While I bake ‘em, 
But don’t you ask me 
How I make ‘em. 
For pancakes are my secret treat 
(Contestant’s line to rhyme with 
“treat’). 

Color spreads featuring the con- 
test will run in the September is- 
sues of Better Homes & Gardens, 
Life and This Week Magazine. 

The September cover of BH&G 
will carry a picture of the home 
and 18 editorial pages of the issue 
will be devoted to the “Home for 
All America.” 

J. Walter Thompson Co. is the 
agency for Quaker Oats ready 
mixes. 


QUAKER OATS TO TEST 
POPCORN THIS FALL 


Cuicaco, July 28—Beginning 
next month, Quaker Oats Co. will 
begin testing a new product, Quak- 
er popcorn, in Kansas, Indiana, 
Nebraska and Ohio. 

John W. Shaw Advertising will 
handle the advertising for the new 
product. 

Newspapers will be used in all 
the test areas to promote the pop- 
corn, which will be packaged in 8- 
oz. packages, selling for 17¢, and 
20-oz. packages, selling for 35¢. 
The popcorn in both sizes will be 
packed in separate 2-oz. packs 
containing enough corn for one 
batch. The remaining corn will 
stay “popping fresh,” according to 
the company. 

Two types of corn, giant yellow 


and fluffy white, will be available 


in both size packages. 

As an introductory offer, each 
package will contain a coupon good 
for 10¢ on the purchase of butter, 
margarine, shortening or oil. 


Paper-Mate Names McDonald 
Robert McDonald, formerly an 
account executive with Erwin, Wa- 
sey & Co., has been named assis- 
tant to the advertising manager of 


Paper-Mate Co., Culver City, Cal. 
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First in Bourbons. .. 


Old Crow Swells 
1954 Ad Budget 
to $7,000,000 


NEw York, July 28—National 


Distillers Products Corp. is boost- ~ 


ing its promotional budget for Old 
Crow bourbon whisky by $1,000,- 
000, bringing the total that will be 
spent to promote the brand in 1954 
to $7,000,000. 

Eric Stainton, v.p. of National 
Distillers, will tell a meeting of 
the company’s contract brand di- 
vision in Los Angeles Monday that 
the Old Crow label became the 
largest selling brand of bourbon 
in the country, regardless of price, 
eight months after the company 
introduced its 86-proof bottling 
last September. 

Mr. Stainton credits the in- 
creased sales of the brand to its 
long-established name, its posi- 
tion as one of the biggest maga- 
zine advertisers among liquor 
brands, heavy newspaper and 
business paper promotion, and an 
outdoor campaign that includes 28 
electric spectacular signs. 


s Last September, when the com- 
pany introduced its 86-proof Old 
Crow, it launched a $1,500,000, 90- 
day campaign in 19 magazines and 
125 newspapers (AA, Sept. 7, ’53). 
It was put on the market at $1 a 
fifth less than the well-known Old 
Crow 100-proof bottled-in-bond 
Kentucky bourbon. By mid-De- 


(Continued on Page 68) 


C. B. Houck Sells 
Interest in Miami 
Branch of Agency 


MiamI1, July 29—Houck & Co. of 
Florida Inc., Miami agency, has 
changed its name to Bishopric, 
Green & Associates. 

The change follows the purchase 
of stock in the agency formerly 
held by C. B. Houck, president of 
Houck & Co., Roanoke agency. He 
was board chairman of the Miami 
company. 

President of the new agency is 
Karl Bishopric, who held the posts 
of president and treasurer in the 
former Miami organization. Jack 
I. Green, who operated a Miami 
advertising art studio bearing his 
name, is exec. v.p. and creative di- 
rector. W. Arthur Felden, tv direc- 
tor and account executive with 
the old agency, has been promoted 
to v.p. 


= Mr. Green has severed financial 
connections with his art studio. It 
will continue to be operated by his 
former associates as Studio Group 
Inc. Mr. Bishopric is also associ- 
ated with Robert G. Venn in the 
political campaign counsel firm of 
Venn, Martin & Bishopric, which 
will work with the agency. 

No changes in accounts or per- 
sonnel of the two Houck & Co. 
agencies are anticipated, Mr. Bis- 
hopric said. 


Lesly Co. Adds 1, Drops 1 
Philip Lesly Co., Chicago and 
New York, has been named to 
handle public relations for Scott- 
Atwater Mfg. Co., Minneapolis 
producer of outboard motors and 
special devices for the armed 
forces. Lesly has resigned the ac- 
count of Evinrude Motors, which 
it serviced since January, 1952. 


Len Leone Follows Purdy 

Len Leone, formerly art direc- 
tor of True, has been named to 
the same post on Argosy by Ken 
Purdy, editor, who made the same 
jump this spring (AA, May 17). 
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Five-Year-Old Agency 
Adds Its First Branch, 
$1,000,000 in Billings 


New York, July 27—Last week, 
five years and two months after 
it set up shop here, Doyle Dane 
Bernbach Inc. announced the open- 
ing of a Los Angeles office which 
will take over the existing facilities 
of Factor-Breyer, including a staff 
of about 15 and approximately $1,- 
000,000 in billings. 

This is the first branch for an 
agency which has been outstand- 
ingly successful from the word go 
and has caught the eye of agency 
men and advertisers alike because 
of its creative spark. 

So many advertising awards 
have been made to DDB accounts 
in the last five years that the agen- 
cy’s principals are almost reluc- 
tant to take their bows. The Amer-: 
ican Institute of Graphic Arts gave 
seven of its “50 best ads of the 
year” awards to Doyle Dane this 


Prize-Copping Doyle Dane Bernbach 
Absorbs Factor-Breyer in Los Angeles 


year, more than any other agency 
received. Every one of the five art 
directors who picked five best 
campaigns of the year for AA’s an- 
nual billings issue (AA, March 1) 
independently selected a Doyle 
Dane client. 


a “I only like to speak of awards 
when I can say first we’ve sold a 
lot of goods,” William Bernbach, 
president, told AA. 

That the agency has sold goods 
there seems little doubt. Levy’s 
bread, perennial award winner 
and a $40,000 account five years 
ago, has increased sales to the 
point where it now gladly spends 
$200,000 annually. 

The word on the Doyle Dane 
touch has spread through the ad- 
vertising ranks, too. 

Six accounts have joined the 
agency’s stable since the first of 
the year—including Polaroid, Cole 
of California and Innocenti Corp., 
maker of Lambretta motor scoot--: 

(Continued on Page 58) 


Bay City, Micu., July 27—Last 
weekend, merchants in this city of 
60,000 witnessed a demonstration 
of how to open a new store; at the 
same time, they observed a nice 
control experiment on the unaided 
power of a retail ad. 

Surprised host for the occasion 
was Sherman Shops, national re- 
tail chain, which came to Bay City 
to open its 73rd store. Sherman is 
the retailing arm of Sherman Wash 
Wear Inc., Chicago ladies’ garment 
maker. Established in the ’30s, 
Sherman manufactures and mar- 
kets nothing but women’s cotton 
and washable clothing. 

No less surprised than Sherman 
were its new fellow townspeople 
when, for the price of a single 800- 
line newspaper ad, the specialty 


Win 


OME CE THESE ony 


FAMOUS WASHABLES 


5 


firm lured into its small shop bet- 
ter than one-fifteenth of the entire 
female populace, including babes 
in arms. 


se According to Sherman, the story 
begins with an idea for a new ap- 
proach to store openings. Previous- 
ly, the company had tried routine 
“We’re Now Open for Business” 
promotions, with indifferent re- 
sults. About the same thing was 
scheduled for the proposed new 
Bay City outlet, for which Sher- 
man officials frankly had modest 
hopes. 

Located at 417 Fifth Ave., the 
new store was in a relatively low- 
traffic location off the main shop- 


Shop-Opening ‘Breaker’ Ad Rocks Bay City: 
2,000 Women Enter 20x80’ Store in 2 Days 


ping district. Sherman officials 
were allowing eight years to build 
it into a successful operation. 

Then John Sherman, v.p. of 
Sherman Wash Wear, and his 
agency, Kauer & Associates, Chi- 
cago, came up with an idea—a con- 
test promotion in which Sherman 
washables would be given away to 
store visitors who won an in-store 
drawing. 


w With this idea, Sherman and 
Kauer proceeded with last-minute 
haste to put together a promotion 
and they almost didn’t make it 
Handbills in the form of the ads 
were planned—but didn’t get there 
in time to be used in the actual 
kick-off. A publicity release ap- 
peared in the Bay City Times, but 
was Strictly routine, with little 
notice of the contest. 

This left the “breaker” ad, plus 
in-store tie-ins, to put across the 
whole extravaganza. But it was 
enough. 

The b&w ad ran in the Times on 
Thursday evening. It announced 


4, | that 25 “Sherman creations” would 

we | be given away in a drawing a week 
s\;after the opening. 
|| there were free tea aprons for each 


In addition, 


shop visitor during the first two 


=| days. 


5 FREE 


during ovr BAY CITY OPENING 


a The result was electrical. By 10 
o’clock the next morning, droves of 
women had already entered the 
20x80’ shop and were buying 
zealously. By evening, Mrs. Melva 
Hoffman, chief store supervisor, 
was making emergency shipments 
from other Sherman stores—the 
Chicago warehouse was unable to 
handle the Bay City avalanche. 

By Saturday, over 2,000 women 
had mobbed the new shop to fill 
contest entry blanks. In addition, 
they had plunged heavily into 
actual purchases. How many is a 
Sherman secret, but it amounts to 
“somewhere in the thousands of 
dollars.” 


ws Even disallowing the immediate 
sales results, Sherman and _ its 
agency figure they got a bargain: 
According to Lee J. Walters, Kauer 
account executive, $500 would 
cover the whole works, including 
ad, handbills, publicity, and in- 
store merchandising. 

At this rate, Sherman should 
have no trouble meeting costs 
when it conducts other store-open- 
ings in the next few months. The 
company is reportedly allotting 
$44,000 for kick-offs on 12 other 
new stores around the East and 


Midwest. 


POLISHED—Parker Pen Co. will run 

this page for its “electro-polished” 

pen points in The Saturday Eve- 

ning Post Aug. 7 and the Sept. 13 
issue of Life. 


Parker Pen to Open 
$800,000 Six-Week 
Drive Next Month 


JANESVILLE, WIs., July 27— 
Parker Pen Co. will spend about 
$800,000 on a six-week campaign 
to open in the third week of 
August. 

Co-op newspaper advertising 
will get the major play with one 
insertion on fountain pens and 
another on Parker’s new ball 
points. About 2,000,000 lines of 
newspaper ads will run, according 
to George Eddy, Parker advertising 
manager. 

Parker will step up its schedules 
in Life and The Saturday Evening 
Post. It also is a co-sponsor (with 
Singer Sewing Machine Co.) of 
“Four Star Playhouse” (CBS-TV). 


a A total of $3,600,000—largest 


yet—will be spent by the company 
‘|this year. While fountains are ex- 


pected to receive emphasis, con- 
siderable weight will be thrown 
behind the new ball point pens, Mr. 
Eddy said. 

Parker introduced the “Jotter,” a 
$2.95 ball point, in January, and 
this month announced that it will 
bring out three more retailing for 
$3.95, $5 and $8.95. Originally the 
company aimed at 10% of the unit 
volume of ball point sales and 
nearly 50% of the market in dollar 
volume, according to Mr. Eddy. 

“Presently we’re running ahead 
of estimates,” he said. “In stores 
where the pen is available, Jotter 
sales have accounted for from 60% 
to 90% of total volume. With our 
doubled advertising efforts, we 
hope to increase this percentage.” 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


All-Station Video 
Blast Would Cost 
$194,875 an Hour 


WasHINGTON, July 27—A full| 


hour of evening time on the 382 
commercial tv stations operating 
on July 15 adds up to $194,875, ac- 
cording to rate cards included in 
the fall edition of TV Factbook, 
published here this week. 

The new edition of the 400-page 
semi-annual publication gives data 
for 389 domestic stations (includ- 
ing seven non-commercial) and 
110 stations in 32 foreign countries. 

One of the new features in this 
edition is the count of tv house- 
holds in the first 340 U. S. markets. 
Other data includes lists of tv per- 
mits outstanding and pending ap- 
plications, breakdown of station 
ownership data by categories, net- 
work personnel and rates, individ- 
ual network time sales by months, 
top 100 national advertisers, all 
major advertising agencies and 
program producers and syndi- 


cators. 


| 


Cigaret Ad Costs Up 


Im 


Per-Carton Ad Expense 
Hits 3.9 Cents, Over 
26% Above 1952 Costs 


Cuicaco, July 27—The furor 


‘|over the health aspects of cigaret 


smoking has not only affected total 
sales. It has also reduced the ef- 
fectiveness—and raised the unit 
cost—of cigaret advertising. 

It took, on the average, 3.9¢ 
worth of magazine, newspaper and 
network radio and tv advertising to 
sell a carton of cigarets last year. 
In 1952, it took only 3 9/100ths 


Cigarets Take 
Shellacking at 
Cancer Congress 


Tobacco Men Heartened 


by May Report Showing 
Boost in Cigaret Output 


New York, July 28—Tobacco 
industry officials took a stiff right 
to the chin and then went into a 
clinch this week. 

The chin blow came from far- 
away Sao Paulo, Brazil, where Dr. 
E. Cuyler Hammond told the In- 
ternational Cancer Congress that 
he was more convinced than ever 
that cigaret smoking has an im- 
portant influence on deaths, not 
only from lung and other cancers, 
but also from coronary heart 
disease. (Dr. Hammond was the 
co-author, with Dr. Daniel Horn, 
of the American Cancer Society 
report which sent flocks of Amer- 
icans into nervous abstention from 
cigaret smoking.) 

Dr. Ernest Wynder, of the 
Sloan-Kettering Institute, went 
farther than Dr. Hammond. He 
asserted that there is not merely 
an association between smoking 
of cigarets and lung cancer, but a 
direct cause-and-effect relation- 
ship. 


= Dr. Hammond, however, held 
out some hope: He thinks a harm- 
less tobacco can be grown. Soviet 
physicians attending the conven- 
tion said they have found no cor- 
relation between smoking and lung | 
cancer, but added that their | 
Georgian (not the Georgia, suh) 
tobacco might not contain the 
harmful substances found in other 
tobaccos. 

The “clinch” came when the 
Bureau of Internal Revenue re- 
ported that cigaret output rose in 
May, the first month for cigarets 

(Continued on Page 72) 
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MERRIOM B. PIKE has been appointed 
to handle merchandising and pro- 
motion for the Lady Esther divi- 
sion of Zonite Products Corp., New 
York. Mrs. Pike was previously as- 
sistant marketing director of Mc- 


Cann-Erickson, New York. 


‘58asSalesFall 


cents to make the same sale. The 
difference seems small, but it ac- 
‘ually means that the advertising 
cost per carton of cigarets went up 
slightly over 26% from 1952 to 
1953. 

Or put it another way: In 1953, 
it required $74,948,455 of cigaret 
advertising in magazines, newspa- 
pers, and network radio and tv 
to move 1,929,000,000 cartons of 
cigarets. The year before, a con- 
siderably smaller advertising ex- 
penditure in the same media— 
$60,480,577 to be exact—moved 
27,000,000 more cartons of cigarets. 


w An analysis by ADVERTISING AGE, 
based on national sales statistics 
compiled by Walter E. Knight for 
Business Week (AA, Jan. 4), and 
advertising expenditures for cig- 
aret companies repcrted by Lead- 
ing National Advertisers for mag- 
azines and network radio and tv, 
and by the Bureau of Advertising 
for newspapers and supplements, 
shows the following significant 
differences for the two years: 


1953 1952 
Total sales 
(millions of cartons) ........ 1,929 1,956 
Per cent chang —2% 
Total ad 


Per cent change 
Cost per carton 
Per cent change 


+23.9% 


3.09¢ 


mw These figures require some ex- 
planation. In the first place, they 
compare cigaret sales only with 
measurable advertising expendi- 
tures. Advertising and promotion 
costs for such media as spot radio 
and tv, outdoor, point of sale, 
sampling, etc., are not included, 
(Continued on Page 56) 


Luckies’ TV Blurbs 
Rated Best Liked in 
Check by Advertest 


NEw YorK, July 28—Lucky 
Strike still tops the tv commercial 
hit parade in this area. 

Lucky Strike’s commercials 
rated first in the “best liked” 
category for the second year in 
Advertest Research’s study. More 
than half of the 755 homes covered 
in June prefer their tv sales pitches 
in cartoon form. 

Lucky and Chesterfield tied for 
jleadership in the “best remem- 
|bered” category, with 15% of the 
/respondents naming these products 
‘in unaided recall questioning. 
Philip Morris placed third. 


| 


a In 1953 the “best remembered” 
division was led by Chesterfield, 
Philip Morris, Lucky Strike and 
Ajax, in that order. Viewers selec- 
ted Lincoln-Mercury pitches as the 
“most convincing” automobile 
commercials; last year their choice 
was Chevrolet. Ballantine got the 
most mentions for convincing beer 
| salesmanship on tv. 

| TV fans indicated a preference 
for commercials that show the 
product in use or the product being 
made. An unmistakable sign that 


_|many tv messages could stand a lot 


‘of improvement was the report 
that about 33% of the respondents 
| admitted they “pay little attention 
to commercials.” 


‘Cole & Weber Adds One 

| Bingham Pump Co., Portland, 
Ore., has appointed Cole & Weber, 
Portland, to handle its advertising. 


‘The company formerly handled its 


advertising direct. 


Screen Gems Adds Office 
Screen Gems, New York tv film 
producer, has opened a branch of- 
fice in Detroit. The office will be 
headed by Ernest W. Montgomery, 
former tv program agent, 
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NBC-TV Launches 
‘Tonight —Its 
4th Spot Seller 


(Continued from Page 1) 

time periods are going fast. 

“Today,” the 7-to-9 a.m. get- 
them-up telecast, is expected to 
gross $10,000,000 this year on 
the participating, magazine-mod- 
eled sales plan. Sold on the same 
basis, “Home,” which started in 
March, will bring in $4,000,000 
during 1954 at the current pace. 


s “Tonight” gives NBC-TV four 
shows that are sold on this partici- 
pation plan rather than on the 
traditional broadcast sponsorship 
formula. Advertisers also can buy 
minutes on the “Pinky Lee Show.” 

CBS-TV, which let NBC-TV 
break the ground in the early 
morning frontier, seems content to 


stand by and watch the competi- 
tion have a try at the stay-up-late 
fringe areas. 

Columbia plunged into the 
morning network field last March 
with the “Morning Show,” directly 
opposite “Today.” The “Morning 
Show” put Walter Cronkite up 
against Dave Garroway, placed the 
puppet, Charlemane, against the 
monkey, J. Fred Muggs, and paid 
“Today” the compliment of follow- 
ing its format very closely. 


= In a few weeks the “Morning 
Show” will be completely over- 
hauled. The information and news 
play, which the program execu- 
tives felt was becoming too heavy, 
will be scuttled in favor of a 
lighter, more entertaining ap- 
proach. 

Jack Paar, who has been warm- 
ing up for stardom for years, will 
take over the master of ceremonies 
role on the telecast. 

CBS-TV said the shakeup was 
not due to sponsor difficulties, and 
added that participations are sell- 
ing well on the show. 


Hart Schatine: & Marx to 

Buy Society Brand Clothes 
Subject to proval by stock- 

holders of the 0 companies, So- 

ciety Brand C thes Inc., Chica- 

go, will sell men’s clothing 


business to rt Schaffner & 
Marx. 
Reportedly, ciety Brand (for- 


merly Alfred I 
will continue 
other branch 
Sales by Soc 
$7,600,000 in t. 
Hart Schaffner 
000. 

Coventry, Miller & Olzak, Chi- 
cago, handles = ciety Brand ad- 
vertising, and Batten, Barton, 
Durstine & handles HS&M. 


P&G Promotes Werner, Gale 

Procter & Gamble Co., Cincin- 
nati, has appointed William G. 
Werner to the new position of di- 
rector of public and legal services. 
Oliver M. Gale, formerly associate 
manager of public relations, has 
been named manager of the p.r. 
department. 


‘ker & Cohn Inc.) 
business in some 
manufacturing. 
vy Brand _ totaled 
last fiscal year; 
came to $68,867,- 


1,310,000 


read |THE 
DES MOINES SUNDAY 


REGISTER 


(more than 500,000 copies) 
Your Best-Market People, too! 


82% of all lowa's upper and upper middle 
income people—68.4% of all lowa people! 


_ IOWA PEOPLE 


. . . as reported by the Advertising Research Foundation in its first 
statewide audience study of 14 Sunday newspapers circulating in Iowa. 


THE DES MOINES SUNDAY REGISTER 


...an "A" Schedule Newspaper in an "A-I" Market 
Gardner Cowles, President 


New York 36, New York. 


For complete facts on where these people |.ve, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in lowa.” For 
details on how to get your copy, write Acvertising 
Research Foundation, Inc., 11 West 4201 Street, 
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General Foods’ advertising budget 
hits a new yearly record—$62,- 
000,000—and amounts to 7.9% 
of sales, the food giant’s presi- 
dent tells stockholders ..Page 1 

New television magazine, competi- 
tion for TV Guide, is being pre- 
pared by Curtis Circulation Co., 
distribution arm of the big pub- 
lisher, for October debut .Page 1 

Old Crow bourbon gets a $1,000,000 
addition to its ad budget as Na- 
tional Distillers Products decides 
to throw more weight behind 
what has become the best sell- 

Inspired by a sneeze, Melville Bis- 
sell built a carpet sweeper 78 
years ago and founded a business 
that has sold 38,000,000 more, 
despite vacuum cleaner compe- 

Cigaret ad spending goes up as 
sales fall. Tobacco companies 
spend 3.9¢ per carton on major 
media advertising, according to 
AA’s annual analysis ....Page 3 

Doyle Dane Bernbach, five-year- 

old New York agency with a 

reputation for winning ad 

awards, absorbs Factor-Breyer, 


Advertising Market Place ....72 
Along Media Path .......... 52 
Coming Conventions ........ 36 
Creative Man’s Corner ...... 48 
Dept. Store Sales ............ 20 
Employe Relations ......... 47 
Eye and Ear Dept. .......... 50 
Getting Personal ............ 16 


Information for Advertisers . .28 
Looking at Retail Ads 


Los Angeles, and $1,000,000 in 
Congress isn’t alowz in its failure 
to realize the importance of fed- 
eral censuses, says AA, pointing 
out that many business men 
show a deplorabie lack of knowl- 


Radio is healthy, BAB asserts 
again after a survey of 
64 “mature” television areas 
that it says radio’s 
position in listenership and 


Publication turns realtor as Flor- 
ida Speaks buys 1,000 acres for 
sale to subscribers as a circula- 
tion booster on the instalment 

Color spreads in outdoor maga- 
zines plus a unique finance plan 
are planned by a telescopic sight 
manufacturer to reach the three 
out of five hunters who can’t 

Shopping center promotion pack- 
age is drawn up by a West Coast 
firm, offered on a three-year 
contract deal as a way to cut 


REGULAR FEATURES 


the cost of one-shot traffic 
Merchandising Ideas ........ 30 


On the Merchandising Front . .47 


Photographic Review ........ 64 
Production Tips ............. 47 


Salesense in Advertising ..... 48 
Spot Broadcast Availabilities .54 
This Week in Washington ...60 
Voice of the Advertiser ...... 62 
You Ought to Know 


merchandise gain. . . If YO 


Sales Management Figures 


radio gain; 43% of the drug g 


GREENSBORO, NORTH CAROLINA 


IT’S NOT A GUARDED SECRET that appetites for food are 
big and healthy in the Growing Greensboro ABC Market... 
Figures prove that our ABC market gain in food sales (1953 
over 52) was 48% of North Carolina’s food gain for the same 
year. And it’s like that all along the line: the Greensboro ABC 
Market accounted for 47% of the state’s furniture-household- 
ain; 54% of the state’s general 


want sales results quickly and 


efficiently — you'll get ’em in the Growing Greensboro Mar- 
ket, where your biggest and best bu 
culation of the GREENSBORO NE 


is the 100,000 daily cir- 
S and RECORD. 


The only medium with dominant coverage in the Growing Greensboro 
ABC Market, with selling influence in over half of North Carolinal 


Represented by Jann & Kelley, Inc. hd 
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Highlights of theWeek’s News 
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‘This is the size we sell in the 
Growing Greensboro Market!" 
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METRO COMICS ARE THE MOST! 


Metro Sunday Comics have always offered you MORE! More circulation, 


more coverage, more readers, more penetration, more results for your money! 


a 


Now...2 More Metro Comics Sections’ 


Che Columbus Dispatch § 
THE HOUSTON CHRONICLE 


*Starting January 2, 1955. New Group Rates Available Now. 


Now METRO Sunday Comics are 
more than ever the most for your 
advertising dollar! 


@ We believe (and America’s biggest names in advertising back 
us up) that in Metro Sunday Comics you have the MOST! 

The most productive, most penetrating, most thoroughly read, 
most economical, most universal medium available to advertisers 
in the most competitive market America has ever known! 

Call your Metro man for facts and figures on what Metro Sunday 
Comics can do for you! 


42 TOP SUNDAY NEWSPAPERS 
OVER 18,000,000 HOMES 
42,000,000 READERS 


BALTIMORE Sun DALLAS News LOS ANGELES Times PITTSBURGH Press SEATTLE Times 
BOSTON Globe DES MOINES Register MILWAUKEE Journal PORTLAND Oregon Journal SPOKANE Spokesman-Review 
BOSTON Herald DETROIT News MINNEAPOLIS Tribune PROVIDENCE Journal SPRINGFIELD Republican 
BUFFALO Courier-Express DETROIT Free Press NEW YORK News ROCHESTER Democrat & Chronicle ST. LOUIS Post-Dispatch 
CHICAGO Tribune FRESNO Bee NEW YORK Herald Tribune SACRAMENTO Bee (Sat.) ST. PAUL Pioneer Press 
CHICAGO Sun-Times HOUSTON Chronicle OAKLAND Tribune SALT LAKE Tribune SYRACUSE Post-Standard 
CLEVELAND Plain Dealer INDIANAPOLIS Star OMAHA World-Herald SAN ANTONIO Express TACOMA News Tribune 
COLUMBUS Dispatch LONG BEACH Independent- PHILADELPHIA Inquirer SAN DIEGO Union WASHINGTON Star 
Press-Telegram PHOENIX Arizona Republic SAN FRANCISCO Chronicle 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics ... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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: to increase sales...and decrease costs 


advertise more in newspaper: 


Rodman W. Moorhead, Jr., Vice-President 
and Director of Advertising for Brown- 
Forman Distillers Corporation, has this to 
say about newspapers, “We feel very 
strongly that newspapers are a basic ad- 
vertising medium and directly attribute 
their use to the success of our three brands 
—Old Forester, Early Times and King.” 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 


Representing Newspapers Only 


Rodman W. Moorhead, Jr. 


Brown-Forman Distillers Corp. 


FTC Is Nothing 
Like Cake, Mr. 
Mason Observes 


(Continued from Page 2) 

sioners acted in an irregular man- 
| ner. He said they had been sitting 
j}as judges listening to arguments 
| over the complaint, when they 
|quite suddenly recast themselves 
| and became detectives. 

i| “An administrative agency is a 
f| composite detective agency, grand 
prosecuting attorney, judge 
|and public hangman,” he observed. 
“With all these powers concen- 
trated in the same individual or 
| individuals, I am especially fearful 
lest one function be carried over 
‘into another to the detriment of the 
person charged.” 


w Lowell Mason decided to defend 
the majority. ancestors 


Building is Booming 
in Fabulous 


PHOENIX! 


The one-buy, single-insertion “Phoenix 
Republic and Gazette,’ daily and Sunday, 
delivers complete saturation of Metropoli- 
tan Phoenix, plus state-wide coverage. 


dollar value of buil 
Phoenix last year 


Building permit 
1954 show an incré 
period in 1953! 


Write now for enlightening new 
Consumer Analysis, Market Data Books 
and Circulation Coverage Folder. ‘ 


Approximately 
Phoenix area during | 


) 000 new homes were built in the 


And the Boom Con’ 


23 of 41.9 per cent over the same 


THE PHOENIX REPUBLIC & GAZETTE 


PHOENIX @e ARIZONA 
National Represeniatives: Kelly-Smith Company 


53 — 2,000 more than in 1952. The 
1g permits issued in Metropolitan 
up 25 per cent over 1952. 


aues to Increase! 
ssued during the first quarter of 


PHILLIP L. MCHUGH has been named a 
v.p. in charge of ull television and 
radio activities of Campbell-Ewald 
Co., Detroit. Mr. McHugh resigned 
as director of the radio and tele- 
vision department of Tracy-Locke 
Co., Dallas, several months ago to 
join Campbell-Ewald. 


looked upon the wedding of the 
prosecuting and juaicial functions 
with a bilious eye,” he said, “and I 
agree that the boundary line must 
be scrupulously respected. 

“Perhaps this is our saving 
grace for, to use a homely meta- 
phor, the combination of functions 
within the commission does not re- 
sult in an entirely new element 
such as you get when you mix sour 
milk with baking soda, sugar and ~- 
flour to produce a cake. In a cake 
all the ingredients lose their 
original characteristics and become 
one. 

“As litigants will testify, there is 
nothing like cake about the Fed- 
eral Trade Commission. It is more 
like a combination of clams, 
oysters, fish, lobsters and whatever 
else goes into a bouillabaisse. No 
matter how you cook a bouilla- 
baisse, your end product tastes 
like and still is clams, oysters, fish, 
lobsters and whatever else goes 
into that kind of soup. 


s “So with the commission,” he 
said. “He who tastes its different 
functions must find each distinc- 
tive and apart, and no amount of 
cooking should blend them into 
one. As prosecutors, we are still 
prosecutors; as judges, we are still 
judges. The difficulty comes when 
we are performing at any given 
time. 

“For the commission never gets 
away from any of its regalia. Lcok 
deep down into a commissioner 
and you will still be able to recog- 
nize his policeman’s uniform, his 
judge’s robe and sometimes even 
his sheriff’s star. But which cos- 
tume goes on top is not set by the 
calendar or the timing sequence of 
a litigation. Each is donned not at 
our convenience, but by the man- 
dates of the statutes. 

“For instance, we cannot say 
that once a complaint is issued we 
die as administrators and are born 
as judges, with no chance of ever 
resurrecting the furmer charac- 


Donnelley Address Book Out 
The 1954 edition of the “Chicago 

Street Address Directc.y” has been 

published by Reuben H. Donnelley 


(Corp., Chicago. Listing more than 
1,000,000 city residents and com- 
panies in the order of their street 
‘addresses with names and tele- 
‘phone numbers following, the 
‘book weighs 8 lbs. and contains 
almost 1,700 pages. Like the 1953 
‘directory, this edition carries no 
‘advertising and is leased to users 
/on an annual basis. 


| 
Philly Clubs Back ABP Awards 
The Poor Richard Club and 
Eastern Industrial Advertisers, 
Philadelphia, will jointly sponsor 
the 1955 Associated Business Pub- 
lications’ awards for advertising in 
industrial, institutional and profes- 
sional publications. Closing date 
for all entries will be Jan. 31, 1955. 
Presentations will be made in 
April. 


6 Advertising Age, August 2, 1954 
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Wome Me With all the talk about 


the difference between men and women, 


it’s easy to forget the ways they’re alike. 


(Vive la similarite!) Both go for great 


reading and both find it in The Saturday 


Evening Post. The Post attracts just as 


many women as it does men, holds their 
interest just as long, and wins their 


confidence just as completely.* Is your 


sales message reach- POST aaa 


July 31,1954 ~ JORS 


ing these millions of a 
women? The Post gets to 


the heart of America. 


all Post readers are women. They spend an average 
0 min. with each issue and believe the Post most re- 
agazines. Source: “Measure of a Magazine.” 
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‘Charm,’ ‘Living’ 
and ‘Mademoiselle’ 
to Be Sold as Unit 


New York, July 29—Space in 
Charm, Living for Young Home- 
makers and Mademoiselle will be 
made available by Street & Smith 
as a single unit at a combination 
rate beginning with September is- 
sues. 

The group rate plan offers a dis- 
count of 5% for equal space of a 
column or more used in all three 
publications. Three pages or more 
in all magazines brings a 10% dis- 
count, while six or more pages 


OTHERS think 
WE’RE “TOPS” 


IN SETTING MAIL ORDER ADS 
we try tolive up totheir thinking. May- 


be doing it for so long we just know how. 
SAY P. Freesamples may give you same thought. 


WALK advertising typography 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 


this operation. 


in each entitles the advertiser to! 
a 15% discount. Discount rates | 
will apply to use of space within | 
a 12-month contract period. 

Earlier this week it was an- 
nounced that Living for Young 
Homemakers will increase both its 
annual average base circulation 
guarantee and its ad rates effective 
with the January, 1955, issue. Cir- 
culation guarantee goes from 500,- 
000 to 550,000. The b&w page rate 
jumps from $2,900 to $3,250, and 
the four-color page rate goes to 
$4,600 from $3,900. 


Ross joins Box Office TV 


Wallace A. Ross, founder of 
television’s Ross Reports, has been 
named national sales manager of 
the closed circuit conferences divi- 
sion of Box Office Television, New 
York. Box Office is sales agent 
for the closed circuit network of 
the Sheraton Hotel chain in the 
U. S. and Canada, and Mr. Ross 
will also act as sales manager of 


Curtis Starts 
Weekly Vie 
with ‘T\ Guide’ 


(Continuec 
nameless. 

The new pu! 
both local and 1 
Each zone will 
representative 


‘om Page 1) 


ation will carry 


‘onal advertising. 
ve an advertising 
aad editorial 


field man to haid!e local program 


and editorial no’ 


a National ofi<: 
‘86 Fourth Ave., 


magazine is at 


New York, 


for the new 


a staff of about 


10 will operate. !’rimarily, printing 


of the first editi: 


ios will be done at 


Curtis plants here and in nearby 


Sharon Hill, Pa., 


where only two 


years ago new /hiigh-speed presses 


were installed. 


However, if and when the publi- 


cation expands into the South, 
West or Midwest, Curtis expects to 
make arrangements for regional 
printing and distributing. 

Benjamin Allen, president of 
Curtis Circulation Co., told ADVER- 
TISING AGE the company will first 
invade TV Guide’s strongest areas: 
Philadelphia, New York, Boston 
and Baltimore and Washington. 
Evidently, further plans will await 
the success or failure of the new 
venture in these markets. 

ABC circulation figures for the 
first quarter of this year for TV 
Guide in those areas: Philadelphia, 
236,197; New York, 799,022; Boston, 
116,714, and Baltimore-Washing- 
ton, 101,840. TV Guide’s national 
circulation for the first quarter was 
2,209,000. 

In New York, Philadelphia and 
probably Los Angeles, TV Guide 
tops The Saturday Evening Post in 
newsstand sales. 


s Robert D. Wheeler, who came 
with Curtis in 1922 and recently 
was district sales manager in New 
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NATION AL 


Highway Advertising 


gives you 40% 


readership 


On an average, 40% of all motorists who pass NATIONAL Highway Advertising signs read and 
remember the sales message. This high readership score is based on extensive surveys taken by 
National Quality Interviewers, Princeton, N.J. Enjoy the sales benefits of thousands of readers daily 
for your brand name advertising by using NATIONAL maintained Highway Advertising with 
SCOTCHLITE® brand reflective sheeting. Write NATIONAL Advertising Company today for details. 
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NATION AL 
Advertising Company 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 


; >. 19 Sales and Service branches serving the entire nation. 
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Copyright 1954, National Advertising Company 
NATIONAL HIGHWAY ADVERTISING DELIVERS YOUR MESSAGE TO THE MOST PEOPLE AT THE LOWEST COST 


600006 66.00 


EDWARD A. RODGERS, V.p. in charge 
of the art department of Erwin, 
Wasey & Co., New York, has been 
appointed creative director of the 


agency, a new _ position. Mr. 

Rodgers, formerly with Lord & 

Thomas, joined Erwin, Wasey in 
1943. 


York City for Curtis Circulation, is 
publisher of the new magazine. 
Jonathan Kilbourn, formerly man- 
aging editor of Walter Annenberg’s 
Quick, and before that in charge of 
the New York Times Sunday en- 
tertainment section, will be man- 
aging editor. Mr. Kilbourn at one 
time was an asscciate editor of 
Look. Distribution will come under 
the direction of G. B. McCombs, 
who directs Curtis Circulation’s 
regular distribution. 

Consumer and trade promotion 
of the new book will begin about 
four weeks in advance of its initial 
appearance, with Batten, Barton, 
Durstine & Osborn as the agency. 
BBDO also has been working 
closely with Mr. Wheeler to set up 
network contacts. 

Curtis Circulation Co. has been 
in the publishing end of the maga- 
zine business before, though not 
on the scale now contemplated. 


‘TV GUIDE’ CHANGES 
CHICAGO OPERATIONS 

CuHIcaGo, July 28—In what was 
described as an efficiency move, 
Triangle Publications, Philadel- 
phia, is reducing the staff of the 
Chicago edition of TV Guide, and 
moving a good part of the opera- 
tion to Philadelphia. 

Under the new setup, editorial 
direction will be in charge of a re- 
gional editor in the Triangle home 
office, who will also be in charge 
of other local editions. Most of the 
production and programming de- 
partments of the Chicago editions 
are also being centralized in 
Philadelphia. 

Ed Cohen, present editor of the 
Chicago edition, and a staffer for 
its precursor, TV Forecast, has re- 
signed effective Aug. 14, with Ed 
Pazdur scheduled to replace him. 


EVERYONE Can Use A 
Handi-Kutter 
KNIFE! 


Clcee-ShFE FOR POCKET OR PURSE 


/ Ideal LOW-COST 
Premium! 


V Useful Ad Novelty! 


Attractive 
“Give-Away’ ! 


Attractively finished in anodyzed colors. 
Space for firm or trademark imprint. 25¢ 
retail value. 

Send for FREE Sample. 


KENWORTH MFG. CO. 


3459 N. Holton St., Milwaukee 12, Wis. 
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STOCKTON 
COVERS CALIFORNIA’S 


VALLEY LIKE THE SUN... 
| \ 


and shines a 


Class A signal into 


the San Francisco Bay Area from 


4,000 FOOT MOUNT DIABLO 


‘ 
27 COUNTY KOVR-age 


“Peak Coverage from the peak of Mt. Diablo” 


225 East Miner Avenue + Stockton, Calif. 
OFFICES: 450 Ninth Street + San Francisco, Calif. 


Here’s the market 
buy: 


The first VHF station in the 
rich Central California Valley, 
where almost 300,000 homes 
have antennas reaching skyward 
as much as 50 to 75 feet to 
receive the signal from distant 
San Francisco stations (but 
which will now receive clear and 
sharp reception from the 144 kw 
transmitter of KOVR). 

More than 540,000 families live 
in the Central Valley, where 
five of the nation’s top twenty 
agricultural counties are located. 
Included are metropolitan areas 
like Stockton, Sacramento, 

San Jose, and Modesto. 


.Here’s the 


BONUS MARKET: 


The entire Central California 
coastal range from the Monterey 
Bay to the redwoods, including 
the San Francisco Bay area 
.. second largest metropolitan 
area in the west. Here is an 
area with 862,901 families, 
646,550 of which have TV sets... 
that can SEE Television Diablo. 
Here is the West’s leading 
harbor, the financial center of 
the West, cultural capitol of 
the Coast. Here is a bonus 
market larger than the market 
you pay for by more than 60%. 


YOU CAN’T AFFORD TO PASS UP 
THE COVERAGE OF KOVR. 


Represented by 
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the preliminary report on 


important new multidimensional stud 


anagement audience 


defines at last the relationship 


between managemen 


t's readi 


funtion, buyin 
If you sell to Industry, this in-depth surve 


\ supply answers 


about your market never fully answered be 


> 


amt a Fortune representative to show you the preliminaty 


report now. Complete report will be ready September first. 
FORTUNE Magazine, 9 Rockefeller Plaza, New York, JUdson | 
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leadership 
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Census Loss, Business Loss 


One of the saddest spectacles of recent months has been the kick- 
ing around which the federal census program has been receiving at 
the hands of the nation’s legislators. As things stand now, it appears 
altogether too likely that government and the business community 
will have to get along without any census data at all in vitally im- 
portant areas for an unpredictable number of years to come. 

It is easy enough for those of us who are unhappy over the lack 
of congressional understanding of census matters to berate those 
members of Congress whose short-sighted, unrealistic attitude pre- 
vents the appropriation of the necessary funds for censuses of busi- 
ness, manufactures and mineral industries. And some of them rate 
some good, substantial berating. 

Sober consideration, however, indicates that the real fault lies with 
business, and with those government representatives who know what 
the census program is all about, and exactly how and why it is so 
important. 

Legislators seem to have lost sight of the fact that the primary 
purpose of all census activities is to serve government and the legis- 
lature itself. The census of population, for example, is specifically 
set out in the very first article of the Constitution, as the means 
whereby the apportionment of the membership of the House of Rep- 
resentatives is determined. Thus, it immediately becomes clear that 
the very foundation of representative government in this country 
rests on a census—and one taken at regular intervals. 

The other censuses are not quite so directly tied to government, 
but they all serve vital government functions. They are vitally im-- 
portant to the Defense Department, the Treasury Department, and in 
one way or another, to every administrative and legislative function. 
They provide the means for making administrative and legislative 
decisions based on facts, rather than conjecture. 

The secondary function of these censuses is to serve as an aid to 
agriculture, business and industry. And here again they serve a func- 
tion which it is almost impossible to rate too highly. 

Yet the sad fact seems to be that neither government nor industry 
appreciates the role which these censuses play. Indeed, the saddest of 
all aspects of the census controversy is the deplorable lack of knowl- 
edge or interest on the part of so large a segment of business men on 
the subject. Indeed, one of the great weaknesses in presenting the 
census case to Congress is the fact that too many business men seem 
to be completely unaware that census figures have any meaning at 
all for them, whereas the truth is that without these benchmark statis- 
tics no one might really know what he was doing. 

Everyone who has any appreciation of census activities and their 
importance had better get busy right away—and stay busy—making 
sure that business men know what the score is in this area. 


How About Ads to Sell Goods? 


Not all advertising is placed for the specific function of inducing 
the ultimate consumer to place an order for the product advertised, 
or even to think well of it in case he should want to buy that kind 
of product some time in the future. 

Occasionally, indeed, we get the impression that practically no 
advertising is designed to serve this simple function. Instead, it is 
designed to “influence dealers,” or “pep up our sales force,” or “make 
our stock look more attractive to investors,” or “help us with a 
legislative or public relations problem.” 

All these are, of course, legitimate and useful functions of adver- 
tising. But in all but a tiny handful of cases, they are bound to be, 
basically, side issues. The biggest problem of most businesses most 
of the time is to sell their products to the ultimate users. And the bulk 
of advertising ought to be directed squarely and forcefully toward 
that end. 


. and do you know, today that v.p. looks as hale and hearty as any man with 
severe duodenal ulcers!’ 


What They're Saying 


Suburbia—the Golden West 
of the Lesser Brand 
The only new thing about the 
suburban market today is that it is 
bigger and more important than 
it was yesterday. And yet, hand- 
cuffed by tradition and hampered 
by routine sales thinking, many 
manufacturers find themselves 
with inadequate representation in 
these growth areas. One of the re- 
sults of the shift of population to 
suburban areas is the shifting in 
the relative importance of manu- 
facturers’ lines. 
Of all the producers in the ap- 
parel field, those in the best po-. 
sition to improve their relative 
standing because of boom in Sub- 
urbia are those who are generally 
considered secondary resources. 
| Their products and their prices are 
‘often as good as that offered by 
‘their first-line competitors but they 
‘have the misfortune to be over- 
\shadowed. The big names dominate 
the market, largely sewing up the 
well-established retail outlets who 
do the bulk of business in town. 
The lesser known brand, arriving 
late on the scene, has to be content 
with whatever business remains. 
But this situation tends to change 
in suburban markets. Here we 
come again to “frontier days” in 
merchandising. Not all the claims 
‘are staked. New local outlets are 
igenerally more hospitable to sec- 
ondary resources. Because of com- 
petitive situations, they often can- 
not get the franchise of the pri- 
‘mary brands. Because they are 
likely to start sma'|, they may well 
be ignored by “big shot’? salesmen. 
And because they may be new in 
the field, they don’t have loyalties 
and commitments to live up to. The 
secondary resource who gets in 
“firstest with the mostest” can be- 
come quite well entrenched in sub- 
urban areas. For his pioneering, he 
earns, at least, squatter’s rights. 
It is he, rather than one of his 
big competitors, who may have to 
be dislodged. 
| —The Bach Letter, published by 


Henry Bach & Associates, New York. 


Try the Experiment 

Those who oppose subscription 
television question the workability 
‘of a plan that would allow minor 
| sports to share in the spoils. 

The answer is simple. Allocate a 
percentage to the promotions di- 


rectly hurt by the telecast. For in- 
stance, if a Notre Dame-Michigan 
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| Rough Proofs 


According to FTC, it’s all right to 
puff a cigaret by saying that it is 
milder and cooler smcking. 


It’s the huffing and puffing they 
object to. 


Alfred Golder, a British tobac- 
conist, fights for cigarets by saying 
that it’s always necessary to resist 
the belief that whatever is pleas- 
urable is wrong. 

Wasn’t it Alexander Woollcott 
who said that everything he liked 


was either illegal, immoral or fat- 
tening? 


BBDO says women are buying 
more branded items in Crug stores 
than they were six years ago, and 
maybe it’s because there are now 
more branded items. 


Government officials are against 
the law proposed by the automo- 
bile dealers to prohibit bootleg 
sales in that field. They remember 
what a tough time they had with 
bootleggers back in the twenties. 


State football game were televised | 
in the Chicago area in direct com- | 
petition to a Northwestern-Indiana 
contest at Evanston, a share of all | 
money collected from TV fans in 
this area would be added to the 
Dyche Stadium [Northwestern U.] | 
gate. 
If a Rocky Marciano-Ezzard 
Charles championship is televised | 
on a subscription deal here, a per-| 
centage of the money collected in. 
this area would go to the small 
club promoter here, to help pay for 
his shows. 

If the Yankee-White Sox games! 
are televised from Comiskey Park | 
into Peoria, a percentage of the 
collections in that area would go to | 
the Peoria Three I League club. 
The Federal Communications 
Commission should let down the 
bars and sanction such an experi- 
ment. 


—Gene Kessler, in his column in The 
Chicago Sun-Times. 


Clouds Are Lifting 
Today the clouds are lifting and 
the economic sky grows brighter 
every month. But the revival is nct 
an accident. The adjustment from 
a war to peace economy did not 
snowball into the depression which 
the calamity howlers had predicted 
because: First, your national gov- 
ernment took positive steps to in- 
still public confidence, to check 
decline and to spur recovery; and 
secondly, the American people, 
their confidence bolstered, took 
advantage of the economic meas- 
ures fostered by their government 
and used their private enterprise 
system to accelerate business and 
make jobs... 

--Secretary of Commerce Sinclair 


Weeks, speaking at dedication of new 
airport terminal, Charlotte, N. C. 


Stamp Act 

We hope Mr. Summerfield 
doesn’t get miffed at us for men- 
tioning it, but we find that his 
public servants at the stamp win- 


Ford’s new “prestige car,” to 
sell at between $8,000 and $10,000, 
hasn’t been named yet, but might 
be called Bank Rolls, or Rolls for 
short. 


Case & Comment makes a pretty 
good case in favor of advertising to 
the barristers. 


You can tell it to the judge. 


The Cleveland Media Group, “a 
watchdog of agency practices for 
19 years,” has disbanded because 
agencies can now police them- 
selves better, it says here. 

God’s in his heaven and all’s 
right with the world. 


“Why,” whys E. B. Weiss, who 
specializes in asking embarrassing 
questions, “does creative talent 
wander around so muctli?” 

Maybe it has something to do 
with the habit of advertising ac- 
counts wandering around so much. 


° 


The Scranton Times calls at- 
tention to the 800 new housing 
units built there since 1950, along 
with the 4,000 additional school 
enrollments. 

Looks as if those new household-. 
ers have been pretty busy. 


An agency v.p. looking for a new 
connection says modestly he’s spent 
18 years learning .how little he 
knows about advertising, publica- 
tions and public relations. 

At least he hasn’t concentrated 
on learning more and more about 
less and less. 


dows across the land are selling 
25 stamped envelopes for 89¢ and 
24 for 96¢. 

We hurriedly laid down our 89¢ 
and sneaked out clutching our two 
and three-quarters free envelopes. 
We hope the man who came out 
just behind us wasn’t a federal 
investigator. 

—"“The Postage Stamp,” published 


by The Rylander Co., Chicago. 


“Democrats gang up to kill post- 
al rate-pay package bill.” 

Publishers are just going to love 
some of those Democrats. 


A Bruce Barton speech delivered 
in 1923 has been reprinted for cur- 
rent distribution, and it sounds just 
as good now as it did then. 


Copy Cus. 


= LONIS. 
; 
| 
| 
| 
| | 
| 7 
| 

e 

ae 
e 
| 
has 
\ 

A 
| 

| | 

a if 


+ 2,245,179 


ROBERT T. DEVLIN, JR. 


There are only two ways in which a news- 
paper can be FIRST. It can be the leading 
medium for advertising in its market, and 
the above chart sews that one up pretty neatly. 


As for the second factor, you could call it 
reciprocal loyalty. For a newspaper, it 
means taking full responsibility as a citizen 
of the community it serves. For readers it 
means loyalty and a warm response to edi- 
torial efforts . . . dramatically illustrated by 


e: Medial Records 


the millions of people who have attended 
Inquirer Charities events ... the hundreds of 
thousands of dollars Inquirer Charities has 
given to the needy. 


This is but one aspect of THE INQUIRER’s 
multi-faceted participation im the affairs of 
Delaware Valley, U.S.A. It is but one indica- 
tion that Philadelphians know we have a 
heart, and have taken us to theirs. 


The Philadelphia Inquirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
342 Madison Ave. 


Murray Hill 2-5838 Andover 3-6270 


EDWARD J. LYNCH 
20 N. Wacker Drive 


West Coast Representatives: 


DETROIT SAN FRANCISCO 
GEORGE S. DIX FITZPATRICK & CHAMBERLIN 
Penobscot Bidg. 155 Montgomery St. 


Woodward 5-7260 Garfield 1-7946 


Phenomenal Growth in 


DELAWARE VALLEY, 
U. A. 


Population up 20% since 1940! Over 
4% million people now live in the 
world’s greatest in- 
dustrial area... and 
still the Valley grows: y 
5 million population 
estimated by 1960! 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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YOUR NET UNDUPLICATED 
F YOU USE COVERAGE IS 


+ W.H.C. + McC + GH. 


TRUE 
+ WHC. + McC + STORY 


instead of 
Good Housekeeping 


TRUE 
+ W.H.0. + STORY + G. 


Instead of 
McCall's 


TRUE 
+ STORY + McC + G. 


instead of 
Woman's Home Companion 


TRUE 
STORY + W.HC. + McG + G 


instead of 
Ladies’ Home Journal 


DON’T LET YOUR ADVERTISING MISS THE YEAR'S BEST CUSTOMERS 


% of TRUE STORY’s primary households are not reached by all four women’s service magazines combined! 
The biggest of these women’s magazines reaches only 1 out of 10. 


% of TRUE STORY’s primary households are not reached by all four big weeklies combined! 
The biggest of these weekiies reaches only 1 out of 14. 


7 & of TRUE STORY’s primary households are not reached by all four top store magazines combined! 
% The biggest of these store magazines reaches only 1 out of 8. 


Yet the kind of people who read True Story have the greatest amount of “loose” money to spend. 
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re tops 


For their vacations, Elks 


for travel! 


When it comes to vacation travel, 1,078,590 
Elks are sufficiently travel loose 
and time free —as a recent survey proves. 


Westinghouse 

Westinghouse 
Pittsburgh, ha 
Bredahl direc 
services for it< 
ing department 
merly manager 
Better Home ! 
national 


packaging des , 


service to com 
will represent 
dustry commit 
wiring and ex). 


osts Bredahl 


Electric Corp., 
named A. Carl 
of technical 
eneral advertis- 
Ir. Bredahl, for- 
f Westinghouse’s 
eau, will direct 
shows, product 
a consulting 
1y divisions and 
company in in- 
ss dealing with 
ts. 


Leo Burnett Neiaes 3 V. P.s 


Leo Burnett 
liam Mcllvain, 
Edward Thiele » 
manager of the ©: 
office, has been 


has named Wil- 
sorge Stege and 
.s. Mr. MclIlvain, 
ency’s New York 
with the agency 


take an average of 19 days 
and travel an average of 2,164 miles. 


since 1938. Mr. s‘ege, formerly di- 
rector of sale: for Pepsodent, 
joined Burnett in 1950, and Mr. 
Thiele came to Burnett in 1951 
from Reddi-Wip. where he was 
general manager. Both Mr. Stege 
and Mr. Thiele are with the agen- 
cy’s Chicago headquarters. 


A large percentage go by car but an 
impressive number travel by plane and train. 


LU When you consider that the median income 


i igh $6,740, you can see wh 
of is ah creative director with McCann- 
“\.__ Elks are tops for travel. Erickson, has joined Guild, Bas- 


Wt’ \ \ com & Bonfigli, San Francisco, to 
handle the Ry-Krisp account. Jack 
NY \ Rolfs, previously on the New York 

a sales promotion staff of Life, has 
joined the agency as assistant tv 

ks Joseph Smith Joins Houston 
M A G A y A I N E Joseph H. Smith, exec. v.p. with 
— . Anderson & Cairns for the past 
Z New York « Detroit « Chicago « Los Angeles | UF years, has joined Bryan Hou- 


director. 
ston Inc., New York, as an ac- 
count supervisor. 


Two Join Guild, Bascom 
Courtenay Moon, formerly a 


THE 


YOU MIGHT RUN THE MILE IN 3 MINS.,.58 SECS.*— 


BUT. e « YOU NEED WJEF RADIO 
TO BREAK RECORDS 
IN GRAND RAPIDS! 


CONLAN RADIO REPORT 
METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 


WJEF serves 116,870 radio homes in the Metropolitan 
Grand Rapids Area. Conlan figures show that WJEF gets 
9.6% more evening listeners than the next station, 25.2% 


Morning | Afternoon | Night more afternoon listeners and 12.6% more morning listen- 
> ers. Yet WJEF actually costs less than the next station, at 
33.1% any time—and is CBS, too! 
Let Avery-Knodel gi ll the f WJEF 
e ery-Knodel give you all the facts on — 
Grand Rapids’ top radio buy. 


She Felyer Hations 


WKZO — KALAMAZOO 

WKZO.-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN.TY — LINCOLN, NEBRASKA 
Associated with 

WMBO — PEORIA. ILLINOIS 


WEF 


CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 


Avery-Knodel, Inc., Exclusive National Representatives 
*John Landy set this world’s record in Finland, in June, 1954. 
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Getting Personal 


Lloyd Maxwell, executive v.p. of Roche, Williams & Cleary, Chi- 
cago, was given a plaque July 16, in ceremonies at the Bismarck 
Hotel, marking his retirement as president of the Off-the-Street 
Club, of which he has been a director since 1912. The club, which 
is sponsored by Chicago’s ad fraternity, is a center for boys and 
girls of the near West Side... 

Jack Willem of J. Walter Thompson Co., Chicago, has been visit- 
ing JWT offices in Europe and sightseeing with his wife and daugh- 
ters, Susan and Ann... Henry J. Kaufman, head of Henry J. Kauf- 
man & Associates, Washington, D. C., agency, has been made a mem- 
ber of the business advisory committee of American University. The 


committee is aiding the university in establishing a school of busi- 
ness administration. . . 


BREAKFAST IN DENMARK—Otto Kleppner, partner of the Kleppner Co., 

New York agency (right), about to enjoy breakfast outdoors in 

Copenhagen with Bent Bruel, advertising manager on the Cherry 
Heering account. 


Colgate University has honored two New York alumni. Anderson 
& Cairns v.p. Lewis G. Van Akin received an award at the annual 
meeting of the Colgate Alumni Corp. for contributing “abundantly 
to practically every phase of Colgate’s alumni activities,” and Harold 
B. Day, account exec. of WABC-TV and retiring president of the 
alumni corporation, was elected to the university’s board of 
trustees... 


Gioia Marconi, daughter of the wireless inventor, and a producer 
at NBC, has become engaged to sugar executive George 
Braga. ..June was a banner month for babies at WCBS radio. New 
parents include directors Don Ickes and Roger Wolf, writer Fred 


Freed and Virginia Lumis, secretary to general manager Carl 
Ward... 


Hurn Neal 


DIEU ET LA PATRIE—Burton Browne, Chicago adman who managed to 

be born on Bastille Day, cuts the cake at a dual celebration at his 

Gaslight Club. Shown celebrating with him are (left to right): Hugh 

L. Lucas, v.p., Foote, Cone & Belding; Mary Hurn, administrative 

assistant, Burton Browne Advertising; actor Tom Neal, and Mrs. 

Jean Browne (whose pike reportedly holds the head of a former 
client). 


William Fielder, of Fielder, Sorensen & Davis, San Francisco 
transit advertising company, has returned with Mrs. Fielder from 
an extensive tour of Europe and much of the U. S... 


The long-legged bird has had a busy time among staffers of Ad- 
vertising Publications. Following the July 8 arrival of Stanley E. 
Cohen’s son in Washington, D. C., Carol Andrea arrived July 19 
tagged for Bill Burkhart of AA’s Chicago editorial staff and his 
wife, Dorothy. Three days later, Dick Hodgson, managing editor of 
Advertising Requirements, and his wife, Lois, welcomed an 8-lb. 
daughter named Susan Eleanor... 


A collection of poems, several of which have appeared in ADvER- 
TistInc AGE, has been put together in a book published by the 
Christopher Publishing House, Boston. Author: Garth Bentley, of 
the Seng Co., Chicago... 
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IN TOTAL ADVERTISING 


GAINS & LOSSES N.Y. Daily Newspapers ¢ First 6 months of 1954 compared with corresponding period of 1953 


PAPERS 


NEW YORK 
POST 


HERALD 
TRIBUNE 


WORLD 
TEL. & SUN 


DAILY 
MIRROR 


NEW YORK 
TIMES 


DAILY 
NEWS 


BROOKLYN 
EAGLE 


JOURNAL 
AMERICAN 


TOTAL RETAIL 


GENERAL 


AUTOMOTIVE 
DEPT. STORE 
TOTAL DISPLAY 


CLASSIFIED 
TOTAL 


ADVERTISING 


ALL TIME 


CIRCULATION HIGH 


DOROTHY SCHIFF, PUBLISHER 


+337,184 
+ 98,404 
+ 47,909 
+ 99,292 
+494,204 
+ 17,278 


+912,037 


—274,642 
— 45,247 


-— — 77,169 
+ 42,282|/+ 23,895) 26,347 
+ 56,992) + 82,459}— 18,718)+ 53,805 
—238,775) — 143,265|— 5,588) — 110,262 
—199,039| — 9,476|—102,874| + 42,522 
+374,934| — 40,073}— 14,849) — 179,873 


— 31,721|— 89,556] —163,006 
— 41,932]+ 17,135|— 53,864 
+ 7,1421+ 94,418|— 7,388 
— 15,778] —214,192|+ 91,355 
— 75,350|+ 67,188/—219,001 
— 89,889| —279,995] — 33,100 


+179,349| — 51,588] —123,917| —142,103| —159,687| —209,196| 256,453 a 


Source: Media Records, Inc. 


421,710... 


where advertising 9-r-o-w-s because it p-a-y-s! 


om) 


Harry Rosen, Advertising Director 
GEORGE A. McDEVITT CO., INC. © Midwestern and Western National Advertising Representatives 
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Where shoppinc is a pleasure 


RETTY SOON NOW, it’s going to be easy to guess what’s going mendous variety of the things that come under the heading of 
P oat the minds of people you see reading a copy of enjoyable, casual living. Alongside of the pages where they’ll 
SPORTS ILLUSTRATED. sample sport’s finest moments, there’ll be advertisements telling 
Think about it. Did you ever know a fisherman who wasn’t them how and where and with what they can add to their own 
planning a fishing trip? Or a yachtsman who was ever satisfied personal enjoyment of leisure. ) 
with the boat he had? And who doesn’t dream of driving to the All in one place, they’ll be able to shop through the most 
scene of the fun in a sharp new convertible? Or get quiet satis- appealing round-up ever seen of the latest efforts to make the 
faction out of owning just the right, fun-to-wear sports outfit. best hours of life even better ...and SPORTS ILLUSTRATED is 
In SPORTS ILLUSTRATED readers are going to find a tre- going to be the authority. 


**Maybe I'll never play as well as she does, “The center court at Forest Hills . . . must 
but I could look as well... . and not only ae be a wonderful feeling . . . wail a minute, 
on the golf course . . . and there are all A tess ; now! .. . but we could go out and see them 
those wonderful football games this fall f - - wonder what the best way to go is... 
and I'll need...” then there’s dinner afterwards .. .” 
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ADVERTISER AGENCY 
Maxwell Sackheim, New York 
Allen-Edmonds Shoe Corp............... Baker, Johnson & Dickinson, Milwaukee 
Amer. Express Co. (Travelers Cheques).............. Benton & Bowles, New York 


Amer. Home Prod. (Aeroshave Anacin + Outgro + 3-in-One Oil) 
John F. Murray, New York 


Bank of America....... Chas. R. Stuart, San Francisco 
Bausch & Lomb Optical Ed Wolff & Assoc., Rochester 
Benson & Hedges (Parliaments)...............0005: Benton & Bowles, New York 
Bermuda Trade Development Board................... J. M. Mathes, New York 
Jackson, Haerr, Peterson & Hall, Chicago 
Marcus Breier Sons, Inc. (Bantamac Jackets)............ Carl S. Leeds, New York 
Brown Forman Dist. (Early Times).................. Ruthrauff & Ryan, Chicago 
Brown & Williamson Tob. Corp., (Sir Walter Raleigh) . . .Russel M. Seeds, Chicago 

Canadian Government Travel. Cookfield, Brown, Montreal 
Chrysler Corp. (Chrysler Sales + Chrysler Institutional) .. McCann-Erickson, Detroit 
Friend, Reiss & McGlone, New York 
Cooper’s Inc. (Jockey Underwear) ............ Henri, Hurst & McDonald, Chicago 
Milium Division of Deering, Milliken....................... Sterling, New York 
David Doniger; (McGregor Sportswear)... Grey, New York 
With, Smithson, Wyman & Withenbury, Cincinnati 
CUD. Koehl, Landis & Landan, New York 
Lang, Fisher & Strashower, Cleveland 
Florida State Advertising Comm............sccccescccecss Bevis & Tyler, Miami 
Ford Division Ford Motor Car Co.................. J. Walter Thompson, Detroit 
Lincoln Division Ford Motor Car Co............. Kenyon & Eckhardt, New York 
Mercury Division Ford Motor Car Co............ Kenyon & Eckhardt, New York 
Kaplan & Bruck, New York 
French National Railroads.................. Byrde, Richard & Pound, New York 
General Motors Corp. (Cadillac « Pontiac) MacManus, John & Adams, Bloomfield Hills 
Glenmore Distillers (Kentucky D’Arcy, St. Louis 
Durkee Division Glidden Co................... Meldrum & Fewsmith, Cleveland 
Goebel Brewing Co................6. Brooke, Smith, French & Dorrance, Detroit 
Goodyear Tire & Rubber Co...................05. Young & Rubicam, New York 
Grossman Clothing Co................- The Technics Co., Plainfield, New Jersey 
B. W. Harris Co. (Zero King Sportswear) ...............0005. Sterling, New York 
Hat Corp. of America (Dobbs Hats » Knox Hats).... Lambert & Feasley, New York 
R. S. Herbert Co. (Viking Pipes)... Leber & Katz, New York 
International Business Machines................... Cecil & Presbrey, New York 
Johnson & Johnson Co. (Tek Hughes).........66.0002005 BBD &O, New York 
Lampert, Fox, Prell & Dolk, South Bend 
Kiekhaefer Corp. (Mercury Motors) ......Baker, Johnson & Dickinson, Milwaukee 
Lambretta Motor Scooter.................. Doyle, Dane & Bernbach, New York 
L. W. Frohlich & Co., New York 
Howe Co. Ruthrauff & Ryan, Chicago 
Liggett & Myers Tob. (Chesterfields)............ Cunningham & Walsh, New York 
Lacky Tiget Dig, Bozell & Jacobs, Omaha 


Charter advertisers and their agencies who'll make SPORTS ILLUSTRATED 
a great new shopping Center for leisure life. 


THE ADVERTISERS LISTED HERE INCLUDE ONLY THOSE SIGNED UP AS OF JULY 23. 


\DVERTISER 


AGENCY 
J. Walter Thompson, New York 
McKesson & Robbins Ellington & Co., New York 


Metropolitan Bottling Co. (Schweppes Quinine Watler)....... 
Hewitt, Ogilvy, Benson & Mather, N. Y 


Miller Brewing Company....................... Mathisson & Assoc., Milwaukee 
John Hudson Moore (Sportsman) ..............0ccceeeeeeees Wesley, New York 
Musical Masterpiece Society.................. Schwab & Beatty, Inc., New York 
North Carolina State............... Bennett Advtg., High Point, North Carolina 


Noxzema Chem. Co. (Shaving Cream)...... 
Olin Ind. (Winchester Guns) 


.. David J. Mahoney, New York 


Paillard Products (Bolex Cameras)............. Fuller & Smith & Ross, New York 
Pan American World Airlines................... J. Walter Thompson, New York 
A. H. Pond (Keepsake Diamond Rings). .........00000c0cueccuee Flack, Syracuse 
Redmanized Jersey by Allen................... Silberstein-Goldsmith, New York 
Anderson & Cairns, New York 


A. K. Salz, Co.—Tanners (California Saddle Leather) ..........cccccccccccccuecees 
Merchandising Factors, San Francisco 


Schenley Inc. (Coronet Brandy) ................ William H. Weintraub, New York 

Shwayder Bros. (Samsonite Luggage)...........0.0ccceceacucece Grey, New York 
Morey, Humm & Johnstone, New York 
Os... Botsford, Constantine & Gardner, Seattle 
Sleex Slacks by Esquire Sportswear Co.............. Daniel & Charles, New York 
H. A. & E. Smith Ltd. (Bermuda Retail Store) . Davis, Parsons & Stroheimer, New York 
Southern Pacific Railroad. ................ Foote, Cone & Belding, San Francisco 
Springfield Leather Products Co............ Mumm, Mullay & Nichols, Columbus 
Standard Brands Fleischmann Dist. (Black & White Scotch) L. H. Hartman, N. Y. 
Standard Triumph Motor Co........................ Roy S. Durstine, Los Angeles 
H. B. Humphrey, Alley & Richards, New York 
Stowe Woodward (Ebonite Bowling Dowd, Boston 


Susquehanna Waist Co. (Ship ’n Shore Blouses). . Mervin & Jesse Levine, New York 
Norm Thompson 


“21"’ Brands Inc. (Ballantine’s Scotch)............... Hirshon-Garfield, New York 
re Young & Rubicam, Los Angeles 
United States Fletcher D. Richards, New York 
Van Munching Co. (Heineken’s Holland Beer)........ Hirshon-Garfield, New York 
Hiram Walker (Walker’s Deluxe). ............45. Foote, Cone & Belding, Chicago 
Robert F. Warner (‘‘Distinguished Hotels’’)...Koehl, Landis & Landan, New York 
Weatern Pacific Railroad. Harrington-Richards, San Francisco 
Weston Electrical Instrument Corp.................6- G. M. Basford, New York 
Kaiser-Willys Sales Division of Willys Motors... William H. Weintraub, New York 
Wisconsin & Michigan Steamship Line............. Arthur Meyerhoff, Milwaukee 
Wright Arch Preserver Shoes............ Dowd, Redfield & Johnstone, New York 


W. F. Young, Inc. (Absorbine, Jr.)...... ..J. Walter Thompson, New York 


SPORIS 


iLLUSTRATED ] iLLUSTRATED ] 


SPORTS ILLUSTRATED WILL BE PUBLISHED BY TIME, INC., 
PUBLISHERS OF TIME, LIFE AND FORTUNE, 
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| Department Store Sales... 


Hitch Your Sales to a Pony And Watch Him Pull for You! | 


What are you promoting . . . food, drugs, tooth- 

dairy products, candy? Whatever it is, if it’ 

: a consumer item and children use it too, you'll 
: never believe the downright magnetic drawing power 
of a ‘“‘Give-a-Pony” promotion. Free Ponies always 

have, and always will, lead the sales promotion 

parade ... with parents, too! You'll see here the 

ultimate in store-traffic stimulation. 


A Pony is very inexpensive compared to the amount 
of interest you will create with any other prize. 


Everything Complete . . . 
You're Ready to Go 


2-color 41 x 54 Posters . . . 2 color 14 x 28 streamers 
and wire hangers . . . newspaper mats... - 
stuffers .. . handbills . . . entry blanks for 6 
types of successful contests. Purnished at a frac- 
tion of your cost of preparation. Ready for your 
own special imprint. 


WASHINGTON, 
,ment store sale 
the week ended 
ahead of the cor: 


n the U. S. for | 


| Federal Reserve 
ily 24 were 1% | pistrict, Area, and City 
ponding week in | UNITED STATES ........0.00.0.00 


j Boston District 
- 
1953, according the Feserm! Re | Metropolitan Areas 
serve Board. 
Sales for the © ur-week period, Downtown Boston ............ 


/ended July 24 w 
of the correspon: period of last Lowell-Lawrence 
year. These sal. gains are par-| ities 
ticularly notable since last year | Springfield 
was a peak busiress year. Providence ssa 

_| New York District ................ 

Preliminary Fe ioral Reserve re Axess 

ports indicate t!. sales of radio 


> also 1% ahead | Suburban Boston 


Cambridge ............. 


Week's S les Are 1% Ahead of 1953 


Week Ended 
July, or 4 Change from 1953 
—16 
—13 +7 
+1% 
8 
| —3% 
+ 6| 
47) Week Jan. 1 
4. 5 Ended to 
+ 4| 


ily 29—Depart- | % Change from ‘53 
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Department Store 
Sales Barometer 


July 24, 1954 July 24, 1954 


— 8 — 8 
roduct or business you're aha 
One or a thousand available immediately. Women’s and risses coats and — .. Be r—18 —1 Metropolitan Areas 
Get the full story today . . . write or phone suits, however, «re not selling as New York .. wu 17 +5] Akron —S? +72 
well as in 1953. 6) Cincinnati —146 —1 
Fashion Club Shetland Pony Sales Co. Total departinent store sales) Syracuse r—12 —7| Cleveland .... + 6 
749 Rash St. + Chicago 11, Mil. + DEL. 17-7566 from Jan. 1 to July 24 are 3% be-| Paiedelphia ee — | 
1953. Cleveland District —2 + 6| City 
Richmond District ................ —16 +3 
Metropolitan Areas 
r—17 + 6 
Downtown Washington .. r—22 + 1 
r—22 0 
Richmond .......... we + 6 
Atlanta District —13 +5 
Metropolitan Areas 
—9 —10 
—16 +9 
—20 —5 
r— 4 +4 
Augusta .......... —19 —9 
New Orleans 18 +17 
r—12 +14 
City 
Chicago District —16 
Metropolitan Areas 
+ 2 
Indianapolis —4 
—2 
Milwaukee .......... +1 
St. Louis District +4 
Metropolitan Areas 
Louisville + 3 
St. Louis +4 
Memphis + 6 
Minneapolis District................. —13 + 6 
Metropolitan Areas 
Minneapolis-St. Paul.......... oe ee 
Minneapolis City +11 
oe 
Cities 
ensas City District ............ —7 +17 
This is WAVE-TV's coverage 
F — 8 oe 
Oklahoma City +13 +39 
City 
Dallas District r— 9 +11 
Metropolitan Areas 
—7 +12 
El Paso ........ —20 0 
Fort Worth + 5 
you're searching for the biggest TV AUDIENCE 47 
San Francisco District ........ —16 +1 
Metropolitan Areas 
in Kentucky and Southern Indiana —— Downtown Los Angeles —21 za 
Westside Los Angeies ... —24 +-10 
ASK YOUR REGIONAL DISTRIBUTORS | San Francisco-Oakland ... —17 — 6 
San Francisco City .......... —14 — 6 
Oakland City ............... — 6 
San Jose ............ —2 
Go ahead!—telephone your distributor in Lovisville— 
then in Evansville (101 air miles) — + 2 
then in Lexington (78 air miles). **—Data not available. 
. . 
Ask each “What TV stations do your neighbors prefer? ee See Tees 
G. Bob Green, former production 


The calls will cost you a few dollars, but may save you many! 


WAVE-TV 


CHANNEL 


manager of Robertson, Buckley & 
|Gotsch, Chicago, has been named 
‘an account executive of the agen- 
_cy. He is succeeded as production 
manager by Robert L. Bender, pre- 
viously production manager of 
|Maxon Inc. and Olian & Bronner. 
|Rudolph Elstad, formerly an art 
director with Campbell-Mithun, 
| Minneapolis, and Ray Shaffer Stu- 
dio, Chicago, has been named art 
\director of Robertson, Buckley & 
Gotsch. 


* LOUISVILLE 


Gaynor Adds Mycalex Corp. 
Mycalex Corp. of Amcrica, New 
| York maker of glass-bonded mica 
products, has appointed Gaynor & 
Co., New York, to handle advertis- 
ing and public relations, effective 
Sept. 1. The account currently is 
handled by George Homer Martin 
Associates, Newark, N. J. 


FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 
NBC SPOT SALES, Exclusive National Representatives 
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Magazine of 


SUPER MARKETS 
and SUPERETTES 


advertising dollar volume 


dollar 


‘ 


Mystery Tale Snipes 
at Ad Tactics While 


Agency Solves Case 


New York, July 27—You drive 
down from your Maine vacation 
spot to your home in suburban 
Westchester. It’s a foggy, rainy 
night. You can barely keep your 
eyes open, but your wife and 3- 
year-old daughter are luckier than 
you; they can sleep in the back of 
the car. 

You arrive at your home. With- 
out a word to you, your wife leaves 
the car, enters the front door of 
your home, and promptly disap- 
pears through the back door. 

It could happen to anybody. But 
when it happens to a dynamic 
Madison Ave. agency wheel, it be- 
comes at once the subject of a 
mystery novel and an opportunity 
for an author to sound off “at tne 
advertising-game boys—the artic- 
ulate and cynical hucksters who, 
more than ever these days, hold 
our ears, our eyes, and too often 
our minds.” 


gs From this combination of action 
and philosophy, Howard Browne 
has written “Thin Air,” an Inner 
Sanctum mystery whose title is 
simultaneously descriptive and 
critical. 

Because Ames Coryell is not 
satisfied that the local police are 
doing enough to find his missing 
wife, he decides to put on a satura-- 
tion campaign to enlist the help of 
all consumers. 

In the absence of his agency 
president, Coryell browbeats, ma- 
neuvers and blackmails his col- 
leagues into agreeing to throw the 
agency’s entire resources behind 
the search for his missing spouse. 
A market research organization is 
called in (thus giving the author 
an opportunity to show his eager 
readers how such a mysterious 
group works), publicity goes out 
by the carload, radio and tv spots 
are snatched up ... and on and on 
it goes. 


w For readers in the advertising 
business, the really fascinating 
part of the mystery is—who pays 
for this campaign? The author 
raises the question provocatively a 
few times, but forgets to answer it 
in the welter of Spillane-type beat- 
ings, gangster tactics and shootings 
that mark the none-too-convincing 


If you are concerned with ad- 
vertising, marketing, and sales 
you will want this dramatic 
presentation of the facts about 
the readers of Dun’s Review, 
and Modern Industry. Write 
or call today. You will find this 
booklet valuable. 


DUNS REVI EW 
and Modern Industry 


99 Church St., New York 8, N. Y, 


climax of his tale. 

Author Browne, who is editor of 
the Ziff-Davis Amazing Stories 
and Fantastic Adventures, has 
never worked for an advertising 
agency. He says he acquired his 
background through the research 
procedure of discussing aspects of 
the business with friends of his 
who have. In any event, he has not 
been uninfluenced by Wakeman’s 
hucksters, as he paints some remi- 
niscent characters on both sides of 
the big mahogany agency-client 


conference table. 
“Thin Air” 

Simon & Schust: 

is offered for sal 


published by 
New York, and 
: $2.50 per copy. 


29K ON 

2ASED 
27—“Publicity 
by Herbert M. 
vert M. Baus & 
an earlier work 
has been pub- 
x Bros. It sells 


BAUS HANDF 
PUBLICITY R 


NEw York, J 
in Action,” writ 
Baus, head of 
Co., and author 
on public relatic 
lished by Harpe 


for $4.50. 

The book is described as “a com- 
prehensive handbook for the pri- 
vate, public, or volunteer agency 
on how to move people to action 
through modern publicity tech- 
niques.” 

It very thoroughly covers pub- 
licity in newspapers, radio, tele- 
vision, motion pictures, magazines, 
special publications, direct mail, 
outdoor media, display, and even 
word of mouth and rumor as pub- 
licity media. 
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Carl Male Joins Cowee 

Carl Male has been appointed art 
director of Howard M. Cowee Inc., 
New York, new point of sale mer- 
chandising organization. Mr. Male 
formerly was art director of Wil- 
liam Melish Harris Associates, New 
York point of purchase designer 
and consultant. 


ABC-TV Adds Two Stations 

KHSL-TV, Chico, Cal., and 
KDAL-TV, Duluth, Minn., have 
joined American Broadcasting Co. 


y 


Carl Blom, Vice President in Charge 
of Engineering, Pump Division, 
Byron Jackson Co. 

Los Angeles, California 


We approach the design of every Byron Jackson 
product with the same insistence on dependabil- 
ity and outstanding performance which have 
been designed into the giant pumps which can 
deliver a billion gallons daily at Grand Coulee 
Dam. And in a field which moves as fast as ma- 
chinery and equipment cesign, we find Product 
Engineering an essential source to the new de- 
velopments in design engineering that we con- 
stantly seek. 
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B AB Finds Radio ‘radio’s promotion voice—reports: ; were sold last year in »ach of the products and allied lines. Regular 
1. Radio has a penetration of| markets surveyed. editions contain a cross-reference | 

j 1 99% against 81% for television— index in French and limited edi- | 
Doing Okay in 64 a 22% “superiority” in these big ‘Canadian Trade Index’ Out | tions have Spanish and Portuguese | 
‘Mature’ TV Areas population centers. The Canadian Manufacturers |imdexes. The volume is available) 


2. In 1953 some 6,786,000 radios| Assn. has published the 1954 edi-| from the Canadian Manufacturers | 
NEw York, July 27—Radio has| were sold in the 64 areas, com-|tion of its annual Canadian Trade | 67 Yonge St., Toronto, 
taken a look at itself in the 64|/pared with 2,803,000 tv sets—a|Jndezx, a 1,127-page bound volume | $7-50 per copy. 
‘“mature” television areas and finds | 142% “superiority” for radio. listing approximately 10,000 man- 
the picture pleasing. 3. While radio set sales were up|ufacturing companies in Canada.|Chandler Joins TV Company 
Assessing the competitive situa-| 25% in 1953 over 1952, tv receiver | Included is a classified directory of} Edward J. Chandler, formerly 
tion in the sections which had/| sales were down 22% for the same| products made in Canada with/ with the FBI, has been named an 
video before the FCC freeze,| period. names of their makers and a direc- | account executive with Television 
Broadcast Advertising Bureau—| 4. More radio than television sets|tory of exporters of agricultural, Programs of America, New York 


CHARLES W. DETWEILER, formerly re- 


tail advertising manager of the 


Philadelphia Bulletin, has been 
p Ad S esign a y of named advertising director of the 


evening and Sunday newspaper. 
He succeeds George Steele, who 


has retired. 
tv film distributor. He will cover 
Washington and Oregon, with 
headquarters in Seattle. 


. «and when you want your advertising read by industry’s : ed 


basic buyers of Original Equipment, you concentrate it in this 
No. 1 editorial and sales power of a $28-billion market 


Because the essential role design engineers play in the specification of parts, mate- / 
rials, components, and finishes was long ago accepted as fact, it is natural for original 
equipment suppliers to concentrate the great bulk of their advertising in design-engi- 
neering publications. And just as naturally, these manufacturers put far more of their 
advertising in Product Engineering than in any other design publication. 


In the past 12 months, for example, Product Engineering has carried 1,044 more 


advertising pages than any other design magazine. The reasons why will suggest what 
Product Engineering can do to increase your products’ sales in industry’s great- 
growth market . . . and they all add up to unquestioned leadership. ( 

With our May issue, Product Engineering’s all-paid circulation passed 28,000* . . . 
which is thousands more than the free distribution other design publications offer you. Domi 

om t d al 

And when you ask why so many of the men with whom you can most profitably do ee 
business pay to read Product Engineering, you find the basic reason for this maga- complete one-paper cover- 
zine’s great sales power. 


age of this great market 
That reason is editorial strength and vitality. The far-ranging, balanced, informa- on every Buying day. 

tive pages design engineering’s biggest and ablest editorial staff put into Product 

Engineering not only attract the most design engineers . .. but even more importantly, 

they command the intent and responsive readership which alone gives your adver- 


tising its best chance to sell your products. if (: { ll | { \ 


The more you study the facts, the clearer it is why Product Engineering has been 
the Original Equipment Market’s No. 1 advertising medium for almost 25 years. ™~ 


Positive sales results as- 
gladly put all the facts at your disposal any time you ask. 


sured by 92% circulation 
*Subject to ABC audit. ABC net paid, December, 1953 was 26,107 ' 


concentration in all-im- 


portant Cuyahoga County. 


The McGraw-Hill Magazine 
of Design Engineering 
McGraw-Hill Building, New York 36 


Research 


DISTRICT OFFICES: Atlanta 3-Boston 16—Chicago 11 Continuing Cleveland 


Cincinnati 8—Cleveland 15—Dallas 1—Detroit 26 
Los Angeles 17—New York 36—Philadelphia 3 
Pittsburgh 22—San Francisco 4—St. Louis 8 


Press market research 


gives @ quick and sure 


measurement of those ad- 


vertising results. 
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Mack Stanley & Co. Bows 
Mack Stanley has resigned as a 
creative director of Maxon Inc., 
Detroit, to open Mack Stanley & 
Co., creative advertising service, 
at 214 Cadillac Tower, Detroit. 


Maher Joins Texas Co. 

James T. Maher, for the past D 
four years a member of the public ema 
relations staff of Cunningham & nd fc 
|Walsh, New York, has joined the W ASHINGTON 
public relations staff of Texas Co., hath Schenley w 
New York. That’s the gq 
‘McCall's’ Promotes Hodgett | representatives 

Mrs. Virginia H. Hodgett, with ‘Diplomat’ Opens N. Y. Office | spirits industry t 
the promotion staff of McCall’s,| The Diplomat has opened adver- ley Industries In 
New York, since 1952, has been|tising sales offices in the Plaza Washington new 
named manager of Betsy McCall | Hotel, New York. Marian E. John-|@ bonding bill w 
merchandising and products. ‘son is manager. fered to Congres: 

ES! 


entire industry w 

Schenley had 
SWITCH FROM STILL SLID 


uly 27—What 
ght? 
tion haunting 
the distilled 
iy after Schen- 
ought space in 
.pers to attack 
h has been of- 
something the 


ts. 
ned with other 
in order to get 
he House last 
the bill neared 
‘henley broke 
that the bill 
vyhich will force 
ind their prod- 


| industry membe! 
bill through 

ANIMATED TV 

SLIDES FILM 


year. But today, 

|a Senate vote, 
FULL OF ACTION! THEY ZOOM, 
FLASH, SPIN, ROLL and BURST! 


/away and charg: 
FILMACK STUDIOS 


contains languag¢ 
| distillers to “misbr 
1323 So. Wabash Chicago, Ill. 


| wet.” 

| The industry has been fighting 
| for the bonding bi!| for two years. 
| While some of the major distillers 
have been indifferent toward it, 
| they have given their support on 
the grounds that existing bonding 


‘Schenley cks Liquor Industry Boat with 
Okay to Label Over-Age Whisky 


{laws are forcing small firms to re- 
| sort to distress selling, which hurts 
market for everyone. 


|@ It’s a technical issue, but a hot 
in the industry. 
| Under tax procedure that goes 
back 60 years, whisky in kegs can 
{age tax-free for eight years, but 
after eight years the tax—now 
$10.50 a gallon—must be paid re- 
|gardless of whether the whisky 
been sold. 
_ For the past two years, however, 
‘industry members have been 
|warning Congress that distillers 
are in a bad inventory jam. Huge 
quantities of whisky which were 
stored away during the period of 
frantic operations just after World 
War II are pushing the eight-year 
limit. 

In theory, according to Treasury 
figures, two to three times as much 
eight-year-old whisky being 


August 16! A new landmark 
in industrial market surveys 


It’s monumental, to say the least. The first 
full, accurate picture of the 2,348,676 men 
who manage U. S. industry...which we 
believe to be the biggest study of its kind 
ever made. 


From 6,250,000 listings in 31 city direc- 
tories, Erdos and Morgan Research Service 
has already surveyed 53,000 executives. 


And before they are done, they will examine 
50,000 more! 


Their first results will be ready to inspect 
August 16. Watch for the first report on 
TIME’s Study of Executive Audiences. 
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Do you like to know 
what you're buying? 


Imagine a law mow actually before the Senate to 


compel A fmusbrand ther goods. 


forced out of bond as the public 
is buying. Actually, the big dis- 
tillers have learned to live with 
the situation. By redistilling or by 
exporting, they get rid of surplus 
whisky, tax free, just before the 
deadline. Smaller firms, however, 
say they can’t afford these unprof- 
itable operations. 


a The bill before the Senate tries 
to solve the problem by postponing 
the tax deadline from eight to 12 
years. In the four-year waiting 
period, distillers are supposed to 
get production and inventories in- 
to balance. 

While Schenley’s public protest 
against the bill came as a surprise 
teday, industry representatives 
readily conceded that Schenley’s 
cooperation up until now has re- 
sulted from a shotgun marriage 
performed by the House ways and 
means committee more than a year 
ago. 

At that time, Schenley was 
pressing for an unrestricted 12- 
year bonding period. Other major 
distillers warned that they would 
oppose any bill that upset compet- 
itive relationships by putting any 
firm in a position where it could 
wage a “battle of the ages” in ad- 
vertising a 12-year old whisky. 


e Under an ultimatum from ways 
and means committee that no bill 
would pass unless it had 100% 
support from the industry, Schen- 
ley “went along” on a revised bill 
that specified that no whisky shall 
bear any statement “which shall 
represent or imply that the age or 
period of storage ~f- such distilled 
spirits exceeds eight years.” 

After the bill passed the House, 
the advertising restriction was 
challenged by Sen. Russell Long 
(D., La.), a member of the Senate 
finance committee. 

“Do you see anything in the 
public interest that would provide 
that a person who has aged his 
whisky for 12 years should not be 
permitted to state it?” he asked 
Dwight Avis, chief of Alcohol and 
Tobacco Tax Division. 

“Senator, this is a compromise, 
worked out by the ways and means 
committee,” Mr. Avis explained. 


s Shortly after the hearing, 
Schenley filed a telegram, regis- 
tering the fact that it isined re- 
luctantly in support of the com- 
promise bill. 

The Schenley ad today argues: 
“Americans have been brought up 
to want the truth. We take it for 
granted. We have been brought up 
to look upon such information as 
our national right and the seller’s 
ethical and legal obligation. We 
won't tolerate anybody tampering 
with that right.” 

Schenley points out that foreign 
firms selling whisky here are per- 
mitted to specify the full age of 
their product. 

“We simply think that our man- 
ufacturers are entitled to equal 
treatment, certainly with their 
own country. We simply think we 
should be given the right to tell 
the truth.” 
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In Chicago, it takes 2 — 
to bowl ‘em over 


No single daily newspaper reaches even half your Chicago-area 


prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 


CHICAGO 


SUN-TIMES 
No, 

MARyry 211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA * HAL WINTER CO., MIAMI BEACH 
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Seeks Circulation 


Boost by Selling 
Florida Property 


St. AvcustTine, July 27—Cir- 
culation managers can learn a les- 
son from the latest stunt dreamed 
up by Florida Speaks. 

The publication, which sub- 
titles itself “The National Maga- 
zine of Florida Living,” has just 
acquired 1,000 acres of land two 
miles south of this, America’s old- 
est city, and will subdivide the 
property into 5,000 lots, each 
measuring 40x100’. A down pay- 
ment of $25, plus $5 per month 
until a total of $250 is paid in, 
makes you a Florida property 
owner. 

Oh, yes—in order to qualify as 
a buyer each purchaser will be 
required to subscribe to 12 issues 
of the magazine for $2.50. To cele- 
brate this promotion, Florida 
Speaks, which for the past six 
years has been a quarterly, is to 
become a monthly beginning Jan- 
uary, 1955. 


s In addition to attempting to in- 
crease its circulation, the maga- 
zine is launching its unique move 
“to focus nationwide attention on 
its editorial policy of building up 
the Sunshine State as a place in 
which to live and earn a liveli- 
hood, and to attract additional 
residents to Florida.” 

The new area is to be known as 
St. Augustine South, and will 
have a waterfront park area along 
Mantanzas Inlet for the benefit of 
future homebuilders. To discour- 
age speculation, no one will be 
permitted to buy more than five 
lots. A plot of at least two lots 
must be used for each building. 

Louis J. Boeri, president of the 
publishing company, points out 
that “there are approximately 
100,000,000 Americans living with- 
in five hours from Florida by 
plane... Three out of five citi- 
zens who now call themselves 
Floridians have migrated from 
other states. According to official 
U. S. government figures, about 
2,000 persons a week are becoming 
Floridians. 


= “One of the basic purposes of 
Florida Speaks is to serve as a 
anyone can do 4)" 
Hand-Lettering 
and-Lettering 
with a SS 
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VARIGRAP 


LETTERING INSTRUMENT 


All the ‘‘heads'’ and sample 
styles in this ad lettered 


by Varigraph 


Caslon 


any shope any Size 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 158 


VARiIGRAPH CO., INC. 


MADISON 1, WISCONSIN 


bridge between the 3,000,000 pres- 
ent Floridians and the 100,000,000 
potential Floridians,” Mr. Boeri 
continued. “We feel that the type 
of promotion exemplified by the 
development of St. Augustine 
South will achieve our three-fold 
objective. ..” 

That residents of the new com- 
munity will have an opportunity 
to make a living in a developing 
industrial area is suggested by the 
recent announcement that the air- 
craft division of Fairchild Engine 


& Airplane Cc:»., Hagerstown, 
Md., plans to construct a large 
modification pl: t at the airport 
here. 


Five Star Nar 
Louis Huot, f: 


s Huot V.P. 


nerly a producer 


of industrial d documentary 
films, has join. Five Star Pro- 
ductions, Holly ood, as v.p. in 
charge of client eclations. He will 
also. supervise production of 
tv commercials .nd_ institutional 
films. 


Promotes Braunda Label 

Jack Braunstein Inc., New York 
resident buyer of fashion mer- 
chandise for 160 retail stores, will 
spend $60,000 in August and Sep- 
tember to promote its Braunda 
label in ¢onsumer magazines. 

The campaign calls for seven 
b&w page ads in August Made- 
moiselle, five in August Seven- 
teen, two in Aug. 15 Vogue and 
seven in September Glamour. 
Mervin & Jesse Levine Inc., New 
York, is the agency. 


Advertising Age, August 2, 1954 


Heinz in Biggest Campaign 
The most extensive advertising 
campaign in its history has been 
launched by H. J. Heinz Co., Pitts- 
burgh. Featuring large space in 
Life and Look, and tv, newspapers, 
outdoor, direct mail and baby 
books, the drive will vary in in- 
tensity in different marketing 
areas during the next 12 months. 
Television plans include participa- 
tion on NBC’s “Home Show” and 
a nighttime drama, “Studio 57.” 
Maxon Inc., Detroit, is the agency. 
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Bruce Promotes Geisheker 

Bruce Publishing Co., Milwau- 
kee, has named Vincent C. Geishe- 
ker promotion director for its pub- 
lications, American School Board 
Journal, Catholic School Journal 
and Industrial Arts & Vocational 
Education. Mr. Geisheker formerly 
was an assistant in the advertising 
department. 


White Transfers Olesiuk 
Stephen W. Olesiuk, manager of 
the Oklahoma City office of White 


Advertising Agency, has been pro- 
moted to manager of the agency’s 
Hollywood office. Mr. Olesiuk, 
who will assume his new position 
in early September, will also be 
associated with Devon Produc- 
tions, a film company subsidiary 
of the agency. 


Barron Joins ‘Mademoiselle’ 

David A. Barron, formerly with 
Lever Bros. Co., has joined the 
advertising sales staff of Made- 
moiselle. 


Bridgeport Ban on 
Overhanging Signs 
Is Upheld by Judge 


BRIDGEPORT, CONN., July 27— 
Bridgeport’s anti-sign law has 
been upheld in superior court. 

Enacted in March, 1952, the leg- 
islation outlaws advertising signs 
that project more than 12” over a 
sidewalk. A furniture store sought 
an injunction against the ban, 


which was to become effective 
April 1 of this year, asserting that 
the law is “unreasonable, confis- 
catory and unconstitutional.” 

Judge John R. Thim threw out 
the protest and ruled that the city 
can require removal of the signs 
as a proper exercise of its police 
power. 


= Meanwhile, the state legislative 
council has decided that signs on 
the rear of taxicabs are not traffic 
hazards. Checking with the state 


Contracts 


Cen racts’ 


Radio is good business. Last year radio billed more than $700 million. 
That’s peanuts to what radio billing will be as more and more advertisers 


discover what it can do for them. 


You want low cost coverage? Do you want to place messages where 
they will do the most good? Do you want a virtual monopoly on the 
attention of millions-on-the-move? Do you want to reach your customers 


everywhere? 


Then you’ve got to have radio. No other media can do the job as well. 


Do as over 2,300 major advertisers did on WBC stations last year 


By using WBC’s five 50,000-watters, many enjoyed substantial savings 
with multiple station discounts. They hit America’s big population belt . . . 
at least 26,500,000... at a cost as low as 21¢ per thousand. 

Crazy? You should be so crazy. Call Eldon Campbell, WBC National 
Sales Manager, at Plaza 1-2700, New York, or your nearest WBC station. 
Let them show you why radio is good business for you. 


WBZ-WBZA 
51,000 watts 
in Boston and Springfield 


wowo 
50,000 watts 
in Fort Wayne 


KEX 
50,000 watts 
in Portland, Oregon 


KYW 
50,000 watts 
in Philadelphia 


KDKA 
50,000 watts 
in Pittsburgh 


WBZ-WBZA wBz-Tv, Boston; Kyw wetz (Tv), Philadelphia; 
KOKA, Pittsburgh; wowo, Fort Wayne; xex, Portland, Oregon 


National Representatives: FREE & PEtTErs, INc. 
444 Madison Avenue, New York 22, N.Y. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
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public utilities commission, the 
council was told that the commis- 
sion has no records of accidents 
caused by motorists becoming dis- 
tracted by cab-back signs. 
Moreover, decided the council, 
it’s less dangerous to concentrate 
on a sign ahead than to glance off 
the highway. 


Roberts, Mac-Avinche Adds 
Pizza-Fro Corp., Chicago, has 
appointed Roberts, Mac-Avinche 
& Senne, Chicago, to handle ad- 
vertising and publicity for its Ita 
frozen Italian foods, pizza, raviola 
and lasagna. 


NAEA Group Sets Confab 

The Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas will 
hold its mid-summer meeting Aug. 
13 and 14 in the Battery Park 
Hotel, Asheville, N. C. 


Utley Joins Ettinger Co. 

David H. Utley, formerly with 
West-Marquis, Los Angeles, has 
joined Ettinger Co. Hollywood 
public relations and _ publicity 
counsel. 


SHE MAKES WISCONSIN 


CREAM 


OF THE 


MARKETS 


Wisconsin milk production 
exceeds 15 billion pounds a 
year—73% more than any 
other state. Income from 
dairy products alone is more 
than $560,000,000. 

It’s because Wisconsin 
farmers welcome new meth- 
ods and new products—and 
have the cash to put them 
into use—that Wisconsin 
continues its Dairyland su- 
premacy. Their chief source 
of information, of course, is 
the editorial and advertis- 
ing columns of the ‘‘Ag”’. 
Use it to deliver your sales 
message to 9 out of 10 of the 
state’s best farm families. 


SERVING 


WISCONSIN 
FARM FAMILIES 


THROUGH | 
104 
YEARS 


Write us for 
latest market facts 
of particular 
interest to you. 


WISCONSIN 


griculturist 


AND FARMER 
Dante M. Pierce, Publisher 


Racine, Wisconsin 
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Information for Advertisers 


e The story of how Time-Life In-, World Market...” The booklet is 
ternational has helped Milwaukee being distributed by the Milwau- 
industry market to the world is kee Assn. of Commerce, 611 N. 
contained in a new booklet, “How Broadway, Ray H. Weisbrod, ex- 
a Great American City Goes to Its ecutive director. 


its great to 
bein MIAMI 


Siempre 


sports, recreatio 


Using classifieds in the most 
profitable mann is a_ subject 
close to the hear’ { F. W. Johnson, 
classified adver’ ng manager of 
Popular Mechan _Co., 200 E. On- 
tario St., Chicag \r. Johnson has 
put his ideas o: his subject into 
a handy book “Profit from 
Classified sing.” 


e A market inf. 
the readers of E 
ering autom 


ration report on 
Magazine, cov- 
ile ownership, 
ms, family com- 
nment habits, 

marital status, 
ome will soon be 
‘rs and agencies 
formation can 
one at 50 E. 42nd 


enter 


occupation and i: 
available. Adver' 


St., New York. 


e Supplementary data on income 
and sales in the Wheeling and 
Huntington, W. \a., areas are now 
available from the Wheeling News- 


*|Register and Inte!ligencer. Adver- 


tisers and agencies interested in| 


this material may write to George j 


A. McDevitt Co., 444 Madison Ave., 
New York 22. 


e A market data booklet on 
Youngstown, “A Major Market,” 
has been issued by WKBN-TV, 
Youngstown. Representative is 
Paul H. Raymer Co. 


e Food Topics has just released a 
study on the food product market 
in New York City. Titled, ‘‘The Big | 
Volume Sales Approach to Amer- | 
ica’s No. 1 Market,” the booklet 
shows how manufacturers shoot 
for volume sales in this market. 
Free copies are available by writ- 
ing the magazine at 330 W. 42nd 
St., New York 36, or from its dis- 
trict offices in Atlanta, Cleveland, 
Chicago or Los Angeles. 


e A 19-page report, summarizing 
the highlights of the first health 
and beauty aids forum, held March 


“The Secret of Selling the Negro”—a 20-minute color 
motion picture, created and produced by SARRA, Inc., 
for The Johnson Publishing Company, publishers of 
“Ebony”, “Jet”, “Tan”, and “Hue” is a sales “trail 
blazer” on film. The incisive writing, statistical docu- 
mentation, and truly fine photography by Sarra, com- 
bine with the progressive thinking of the publisher, to 
make this a most effective sales instrument for the de- 
velopment of today’s Negro market. 


SARRA’s pictorial finger stays constantly 
on the pulse of the present Negro market. 


SARRA subtly reveals the pride of ownership and 
depicts the higher standards of living attained by 
this important segment of America’s population. 


The creative craftmanship that produced “The Secret of 
Selling the Negro” is available to you. Consultation is invited. 


TELEVISION COMMERCIALS - PHOTOGRAPHIC ILLUSTRATIONS - 


©0200000000 


Robert Trout, distin- 
guished news analyst 
and commentator, 
weaves a unified story 
from the many facets of 
Negro social life and 
economy. 


SARRA’s quest for real- 
ism is exemplified by the 
fact that most of the 
shooting originated in 
authentie Negro homes. 


TEEN 
BILLION 


SPECIALISTS IN VISUAL SELLING 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


PARK AVE. PRINTS—So Calkins & 
Holden staffers wouldn’t get lost 
on the way from their Park Ave. 
office to a nearby hotel where 
the Red Cross was receiving blood 
donations, Gloria Fraser and Ger- 
trude Gilhooley painted footsteps 
to the bloodletting spot. 


9 under the sponsorship of Mc- 
Call’s, has just been released by 
the magazine. The conclusions and 
opinions reached at the meeting 
have been condensed for reference 
by those “seeking guidance in the 
marketing of health and beauty 
products through supermarkets.” 
Copies are available from Frank 
Hogan, McCall’s, 230 Park Ave., 
New York 17. 


e A picture of the American brid- 
al market of the future, showing 
how many women and what per- 
centage in each age group will 
marry in the next 20 years, has 
been released by Bride’s Maga- 
zine. Entitled “Bright Future,” it 
is available from the magazine at 
527 Fifth Ave., New York 17; 230 
N. Michigan Ave., Chicago 1, or 
from the magazine’s representa- 
tive, Maurice A. Kimball Co., 2550 
Beverly Blvd., Los Angeles 57. 


e An unusual 48-page market 
data book has been issued by the 
Phoenix Republic and Gazette. It 
is in humorous narrative form and 
is entitled ‘“‘The Adventures of Don 
Quixow, the Ingenious Gentleman 
of Manhattan, or the Discovery of 
the Arizona Market.” It is avail- 
able without charge by writing 
Hobe Franks, national advertising 
manager, or from any Kelly-Smith 
Co. office. 


e “True Automobile Facts and 
Figures” for 1954 has just been re- 
leased by True. The survey re- 
flects the repair and _ servicing 
practices of True car owners as 
well as their purchasing habits re- 
lating to gas, oil, batteries and 
many other accessories. Requests 
for the survey or information 
about the study should be directed 
to Carl R. Gisler, research director, 
Fawcett Publications Inc., 67 W. 
44th St., New York 36. 


e A four-page brochure compiling 
pertinent data about the New York 
liquor, wine and beer market and 
summarizing key features of the 
state’s alcoholic beverage control 
laws is available from Beverage 
Media, 255 Fourth Ave., New 
York 10. 


e The eighth annucl brand pref- 
erence survey on foods has been re- 
leased by the Post, Salisbury, N. C. 


e In its first consumer panel re- 
port on beauty secrets since 1952, 
Good Housekeeping found the fol- 
lowing outstanding changes in 
usage: Solid cologne (’52) 27%, 
(54) 42%; liquid powder lotion 
(tinted), 22% to 32%; pressed 
powder, 11% to 32%, and liquid 
cleansing cream, 0 to 16%. Copies 
of the 103-page report can be had 
on request to Helen Ferguson, 
Good Housekeeping, 57th St. and 


Eighth Ave., New York 19. 
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Sales and PR Notions... 


important toy outlets 


ONLY TOYS and NOVELTIES OFFERS 
ADVERTISERS ALL OF THESE 


SEPVICES 
To Back Up 
Their Advertising— 


To Make It 
More Effective! 


98-page booklet on 
and MERCHANDISING 


@ GUIDE TO BUYING TI 
ment stores, wholesal 


» List of more than 
REPRESENTATIVES 


e P. W. Upham, owner of Jackson- 
Hall Co., Boston agency, has re- 
cently come up with something in 
the important product end of mar- 
keting. It’s a packaging box which 
will protect fragile items in tran- 
sit and at the same time serve as 
a point of sale display. 

Standard Products Corp., Whit- 
man, Mass., small-appliance man- 
securi oy ufacturer, is already using the 
ideas patented Cuv-R-Up design for its 
A BUYER'S: m | says it is open for franchise agree- 
|ments with other manufacturers. 


and chains 


Direct mail bulletin, T 
‘BUYERS—featuring to 
ufactured by adverti 
Mailed Free! 


CHICAGO 1, 307 MN. Michigan Avenue 
. RAndolph 6-0743 


NEW YORK 10, 200 Avenue 
Tel. ORegon 5-1566 


LOS ANGELES 17, 427 Wilshire Blvd. 
MAdison 6-3611 


e According to H. S. Crocker Co., 
San Francisco, there’s merchandis- 
ing value in a piece of string—if 
one end of it is attached to a prod- 


Table close to range saves steps. 
Ventilating fan in ceiling 
draws off heat and moisture. 


The Harvey Starkey kitchen 
achieves cool look from color 
scheme, draperies, and plants. 

Venetian blinds filter hot sunlight. 


Most women who have to cook in summer 
are hot. What better time to show them 
that a kitchen doesn’t have to be hot, and 
can be a pleasant place to work? 
SuccessFuL Farminc for July has an 
article titled “Farm kitchens—cool and 
collected” with color photographs of cool, 
modern kitchens already installed in farm 
homes—and hot news to SF women readers 
who have larger families that eat more! 
These SF families are hot prospects for 
anything for the home—have an average 
income around $10,000 yearly. Three out 
of four are in the top 39% that get 88% of 
national farm income. A bloc of buying 
power, the equivalent of another national 
suburbia! A market no advertiser can 
reach as effectively, and cheaply, as in 
Successful Farming. Ask any SF office! 


Mrs. Starkey saves trips to basement by installing 
the freezer in her kitchen. Sink in adjacent 
laundry room helps to keep the kitchen clean. 


Chintz tier curtains keep out noonday sun, and two 
windows let in breeze from plains . . . in this 
well-planned kitchen of the Wayne Hendricksons. 


MEREDITH Pusuisuinc Co., Des Moines... 
New York, Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, Los Angeles. 


Merchandising Ideas 


DISPLAY PACKAGE—Shown above is 
the patented shipping and point of 
sale box developed for one client 


| 


by Jackson-Hall Co., Boston. 


uct and the other end to the right 
kind of tag. 

Crocker’s kind, known as Mirro 
Tags, are litho-processed in full 
color, with a “mirro sheen” on the 
color side designed to extract. 
every possible impulse from the 
impulse buyer. B&w prints of 
sample tags are available from 
Mary A. Danforth, 1909 Vine 
Street, Berkeley, Cal. 


e Consolidated Advertising Direc- 
tors, Los Angeles agency with 
many accounts in the toy field, has 


'devised a yearly promotion calen-— 


dar for use by its clients. 


The 4”x9” calendar lists each 


YEARLY | 
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TOY PROMOTER—Calendar check-list- 
ing monthly promotional activities 
is being distributed to toy clients 
by Consolidated Advertising Di- 
rectors, Los Angeles agency. 


‘month with a check list for man- 
, ufacturers, jobbers and retailers as 
‘an aid in planning promotions, 
ltrade advertising, publicity re- 
‘ leases and direct mail. It is avail- 
‘able from the agency at 8762 Hol- 
| loway Dr., Los Angeles 46. 

| 

'@ Thanks to a unique grained 
\plastic billfold, salesmen of Dia- 
' mond Crystal Salt Co., St. Clair, 
}Mich., are today selling straight 
|from the vest pocket. The new 
| wallet-size sales unit contains a 
“pullout” with nine individually 
| stitched clear plastic panels. Sales- 
,/men can merchandise current ad- 
| vertising and promotion of their 
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VEST POCKET PRESENTATION—Nine clear plastic windows pull out from 


this plastic merchandiser’s billfold, 


presenting an entire selling story 


ut a glance. Salesmen for Diamond Crystal Salt Co., St. Clair, Mich., 


are now 


product by simply stretching out 
the two feet of plastic. 

Printed matter is on cards in- 
serted in the plastic pockets, and 
can be changed to accommodate 
special or local promotions. Larido 
Corp., New York, is the supplier. 


e A good essay in product mer- 
chandising for retailers is that now 
being distributed to grocers by the 
National Pickle Packers Assn., Oak 
Park, Ill. Dubbed the “Pickle 
Primer of Profitable Promotion,” 
the 16-page brochure is devoted 
mainly to well-illustrated ideas for 
supermarket pickle displays. 

Also included is an outline his- 
tory of pickles, profit and con- 
sumption statistics and such mis- 
cellaneous reminders as that 
“pickles have pedigrees” and that 
they are probably the subject of 
more comedians’ gags than any 
vther food (“Even the laugh is 
profitable,” observes the primer). 
Ketchum, MacLeod & Grove, Pitts- 
burgh, developed the piece. 


Prince-Gardner Concentrates 
On Local TV, Newspapers 

Prince-Gardner Co., St. Louis 
manufacturer of billfolds and 
small leather goods, will use local 
newspaper and television adver- 
tising exclusively this fall. 

Through Grey Advertising 
Agency, New York, society pages 
of Sunday newspapers in 136 
cities will be used in addition to 
participation on the Dave Garro- 
way show between Thanksgiving 
and Christmas. Special local tv 
participations will be used in 31 
communities not covered by Gar- 
roway. 


Jenkins Reports Billings Up 
20%; Names Fred Ossanna 


Ray Jenkins Advertising 
Agency, Minneapolis, reports that 
its billings for the fiscal year end- 
ing June 30, 1954, increased 20% 
over the preceding year and are 
the highest in the company’s his- 
tory. 

Jenkins has appointed Fred A. 
Ossanna Jr., formerly public rela- 
tions and research director of 
Twin City Rapid Transit Co., to 
its staff. 


Saint's Wax Extends Market 


Following good consumer re- 
sponse in test markets in and 
around New York, Saint’s Satin 
wax, an English furniture polish 
Me distributed by Manufacturers 

i} Marketing Co. (USA), New York, 

i 6will expand distribution into sev- 
eral Eastern Seaboard markets 
this fall. The campaign will in- 
clude Sunday rotogravure inser- 
tions with retail tie-ins plus local 
newspapers and dealer aids. Col- 
man, Prentis & Varley, New York, 
is the agency. 


McCann-Erickson Names 3 


Warren Ambrose, formerly tv) 
creative director with Leo Burnett 
Co., and Winfield Hoskins, pre- 
viously tv copy supervisor for 
Needham, Louis & Brorby, have 
joined the tv commercial staff of 
McCann-Erickson, New York. Cyril | 
F. David, formerly senior art di- 
rector of Albert Woodley Co., New 
York, has joined the Chicago staff 


of McCann-Erickson as an art di- 
rector. | 


using it. 


Fagel Joins Baker, Johnson 

Bill Fagel, formerly advertising 
director of E. R. Godfrey & Sons, 
Milwaukee, has joined Baker, 
Johnson & Dickinson, Milwaukee, 
as an account executive. 


Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613. 
400 people who spend $415,842.000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 
ing Company. 


Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the area through 


The Huntington Advertiser 
The Herald-Dispatch 
The Herald-Advertiser 
HUNTINGTON, WEST VIRGINIA 


*SM Estimates 
Represented by The Katz Agency 


Westinghouse Electric Corporation is typical 
of scores of major industries who swell the 
payrolls of the rich Central Ohio Valley. 


\ 
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r. Oversight Misses a Gusher 
in Oil-Rich Harris County ! 


He Overlooked The Houston Post _ 


He didn’t know that in the oil-rich Houston 
market, the pace-setting Houston Post is the 
newest gusher. He overlooked the fact that 
in the nation’s No. 1 oil-producing center, 
The Houston Post is No. 1 in circulation gains; 
that by sticking to outdated space buying 


practices he was doing far less than half a today! 


selling job. While other advertisers are 
pumping big Houston market volume from 


The Houston Market Today is Sold on... Sold By 


THE HOUSTON PosT 


Now up to 188,857 Daily — 206,567 Sunday* 


...and still growing! 


The Houston Post — Texas’ newest gusher — 
Mr. Oversight’s sales have declined to a 
dribble. Mr. Oversight ought to wake up 
to a vastly changed media and market 
picture. He ought to get the facts from his 
nearest Moloney, Regan and Schmitt office 


Starch studies made regularly. Details avail- 
able on request. 


ht Tekes THE HOUSTON POST 
to Sell the Houston Marker! 


W. P. Hobby, Publisher 
Eugene Lemcoe, Director 
of Advertising 
Robert Barron, 
General Advertising 


* ABC Publisher's Statement, 
March 31, 1954 
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‘Saturday Review’ Cites 27 Advertisers, Inc. (Griswold-Eshleman Co.);|ten, Barton, Durstine & Osborn); 
Radio-TV Programs for Service to Public ensure 


Bohn Aluminum & Brass Corp.,ance’ Co. (McCann-Erickson) ; 
New York, July 27—The second! The full list of advertiser win- (Zimmer, Keller . Calvert); Cat-|Metropolitan Life Insurance Co. 


annual Saturday Review awards!| ners with their agencies, in alpha- erpillar Tractor C.. (N. W. Ayer);,|(Young & Rubicam); National 
for distinguished advertising in the betical order, are: Chase National Bink (Kenyon & Broadcasting Co. (J. Walter 
public interest have been given to| Aetna Insurance Co. (Charles W.|Eckhardt); Container Corp. of;/Thompson Co.); National City 
26 corporations and an industry Hoyt Co.); American Cyanamid | America (N. W. Ayer); Eastman | Bank of New York (BBDO); New 
association. Co. (Hazard Advertising Co.);)/Kodak Co., indus rial, (J. Walter | York Life Insurance Co. (Compton 

Announcement of the award|American Meat Institute (Leo| Thompson Co.); ‘larry Ferguson Advertising) ; Norfolk & Western 
winners was made today in the Burnett Co.); American Petroleum |Inc., soil conserva'ion ads (Fuller | Railway Co. (Houck & Co.); Radio 
magazine’s July 31 issue. Institute (Sullivan, Stauffer, Col-|& Smith & Ross). ‘Corp. of America (J. Walter 

The 40 members of the awards! wel] & Bayles); N. W. Ayer & Son,| Ford Motor Co. (Kenyon & Eck- Thompson); Rand McNally & Co. 


committee gave a unanimous vote, 


| 
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Refractories hardt); General Electric Co. (Bat-| (Calkins & Holden); Union Car- 
bide & Carbon Corp. (J. M. Mathes ¢ 


Inc.); Warner & Swasey Co. (Gris- 
wold-Eshleman) ; Weyerhaeuser 
Timber Co. (Cole & Weber); Ad- 
vertising Council, blood donation 
(Cunningham & Walsh and Ted 
Bates & Co.). 


Manilla to McCann-Erickson 
James N. Manilla, formerly with 
Geyer Advertising, has joined the 


television commercial staff of Mc- ; 


Cann-Erickson, New York. 


to the public health campaign of | 
Metropolitan Life Insurance Co.| 
Besides Metropolitan, the next. 
four top campaigns were: Ford 
Motor Co.; Caterpillar Tractor Co.; 
John Hancock Mutual Life Insur-. 
ance Co., and Weyerhaeuser Tim-| 
ber Co. | 


s The top six radio and tv Game) 
selected by the committee were: 
1. Edward R. Murrow’s “See It! 
Now” (CBS-TV, Aluminum Co. of. 
America), “for responsible journ-, 
alism with fine institutional com-| 
mercials.” | 
2. “Omnibus” (CBS-TV, Grey-. 
hound Bus Co., Scott Paper Co.,’ 
American Machine & Foundry Co.,, 
Kelvinator) “for willingness to un- 
derwrite above average content on | 
television and to maintain correct, 
relations between sponsor and pro- 
gram content, to associate them-| 
selves with a program which broke | 
through established formulas to 
please the judicious without pa- 
tronizing the larger public.” 
3. “NBC Symphony with Toscan- 
ini” (Socony-Vacuum). 
4. “NBC-TV Opera, for distin-| 
guished presentation of fine music 
by fine artists.” 


This is one reason 
why, year after year, 
Architectural Record 
leads the field in 

Architect circulation 
Engineer circulation 
Advertising volume* 


* 1953: Architectural Record, 2,931 pages; second 
magazine, 1,824 pages. First five months 1954: 
Architectural Record. 1,179 pages: second magazine, 
840 pages. Source: Industrial Marketing 


# 5. “Ford Motor Co. 50th Anni- 
versary Show” (CBS-TV_ and 
NBC-TBV), “for superb taste in 
presenting light, entertaining 
Americana on a national scale with 
no overt commercials.” 

6. “Ding Dong School” (NBC- 
TV, General Mills), “for genuinely 
motivated and socially construc- | 
tive pre-school age show.” | 

Other radio-tv winners were 
“Voice of Firestone” (NBC and, 
NBC-TV, now shifted to the ABC 
networks, Firestone Tire & Rubber 
Co.); “Theater Guild of the Air” 
(ABC-TV, United States Steel), 
and “Hamlet,” ‘“Amahl and the | 
Night Visitors” and other individu- | 
al productions (NBC-TV, Hall-. 
mark Greeting Cards). | 


> 


Sunbonded 
DAY-GLO 


lasts at least 


@ Specify new Sunbonded 
DAY-GLO for your 24- 
sheet posters, bus cards, 
outdoor banners, taxi 
posters and other outdoor 
paper or cardboard ad- 
vertising. You'll get twice 
the sunlife of Regular 
DAY-GLO—even under 
blazing summer suns! 


Award of Merit 1953—outstanding Award of Merit 1953—outstandin 
phic presentation—“‘Building in series of articles—"Philosophy of 
the Tropics,” August 1952. Architecture” (1952). 


SWITZER BROS., INC. 

FIRST NAME IN FLUORESCENT COLORS — 

4732 St. Clair Ave. + Cleveland 3,Ohi 
SALES COMPAN) 


First Award 1954 — best graphic 
resentation — ‘‘Hotel Copan, 
ao Paulo, Brazil.’’ October 1953. 


~ 


Award of Merit 1954—outstanding 
graphic presentation—‘‘Vacation 
House in Oregon,” July 1951. 


i 
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Hotel Liquor Sales 


Up 4.7% in New York 1953 over 1952 are as follows: 


New York, July 27—New York’s Type of Prod. 
16 leading hotels in 1953 increased Scotch ........ $5,171,098 
their dollar volume in liquor sales U.S. whisky . 
4.7% over ’52. They sold a total of |Gin 
$16,487,506 of the stuff, according | Canadian ‘Biltmore, 
to an annual analysis by The New 


Yorker. 


the war years. 


+ 5.33 Weintraub Advertising Bows 


+ 12.68 | Herman Weintraub, formerly of 
+ 24.61 Weintraub & Swartz, Philadelphia, 
+ 38.39 has opened Weintraub Advertising 

‘at 2017 Walnut St., Philadelphia. 


News Release of the Week 


New York, July 27—From 


NBC-TV comes this release, 


whisky ..... 
Champagne . 

The study has been conducted Beer and Ale . 
annually since 1938, except during Wines* ....... 
|Rum 


588,620 


Revenue by type of product and Brandy ....... 387 103 
percentage of change in sales in| Vermouth 314.°88 
Cordials ...... 307,688 
113,578 
Amt. % Change *Exclusive of vermouth. 
+ 4.35) 
. 4,621,739 + 5.61) 
1,881,691 


Commodore, 
960,149 — 0.37|House, Gotham, Lexington, New Harris Joins ‘McCall's’ 
906,569 — 3.00/ Yorker, Park Lane, Plaza, Roose- | 

678,627 —10.32 velt, St. Regis, Savoy Plaza, Sher- to 


|Dorothea D. Crowe, formerly with 
The 16 hotels included in the Julian G. Pollock Co., is copy chief 


+ 11.84)survey are Ambassador, Astor, for the new agency. 


Essex | 


Woman. 


Roger Harris has joined the Bos- 
n office of McCall’s. He has been 
+ 19.64, ry Netherland, Statler and Wal- New England manager of Today’s 
555,586 — 8.94|dorf-Astoria. 


Award of Merit 1954—outstanding 
Original research—“Guns and But- 
ter and Babies,” November 1953. 


First Award 1951—best single issue 
—October 1950 issue featuring 
“Mental Hospitals and Schools. 


Snstilule.of 
fournaliom wards 1953 
ward 


First Award 1954—“‘Best photograph of an archi- 
tectural subject published in a magazine” — 
American Institute of Architects’ Competition. 


Eighteen of these 31 editorial awards have come 
to Architectural Record since 1951 (four of 
them this year), including thirteen awards in 
Industrial keting’s Annual Business Paper 
Editorial Achievement Competition—a record 
by any other magazine. 


Architectural Record is proud again to be 
honored this year by the judges of Industrial 
Marketing’s editorial competition for best graphic 
presentation and ports original research— 
two aspects of editorial content of greatest 
importance to architects and engineers. 


Architectural Record’s many editorial awards 
strongly confirm the judgment of . . . 


First Award 1951 — best graphic 
presentation—“‘Architecture in Ha- 
waii,”” October and November 1950. 


2 


The bnencan Snstilule,of Apehilec 
1953 


First Award 1954—“‘Best article in a professional 
architectural magazine”—American Institute 
of Architects’ Competition. 


e Architects and engineers who have steadily 
voted Architectural Record their preferred 
magazine in 58 out of 65 readership studies 
SPONSORED BY BUILDING PRODUCT MANUFACTUR- 
ERS AND ADVERTISING AGENCIES and... 


e Advertisers who year after year place more 
pages of advertising in Architectural Record 
than in any other architectural magazine— 
40% more thus far in 1954! 


Put the workbook of architects and engineers 
to work for your sales force. You will reach more 
architects—and more engineers—at the lowest 
cost per page per thousand, And your coverage of 
over 88% of. all architect-designed building is 
documented by Dodge Reports. 


F.W. DODGE 
119 West 40th Street 
New York 18, N.Y. 
OXferd 5-3000 
CORPORATION 


Architectural 
Record 


nd engineer’ 


notable for getting the news 
in the proper perspective: 

“An address by former 
President Herbert C. Hoov- 
er on the occasion of his 
80th birthday will be tele- 
cast by NBC-TV Tuesday, 
Aug. 10 (5:30-6 p.m., EDT), 
from a celebration to be giv- 
en in his honor at his birth- 
place in West Branch, Iowa. 
The address will climax an 
all-day series of anniversary 
events which have _ been 
planned by a committee of 
Iowa’s leading citizens. 

“The special telecast will 
cancel ‘Howdy Doody’ on 
this date only.” 


King to Wyckoff & Adkins 
Robert C. King has been ap- 
pointed an account executive and 
member of the plans board of 
Wyckoff & Adkins Advertising, 
San Francisco. Mr. King formerly 
was with the advertising and sales 
planning departments of the Frigi- 
daire division of General Motors 
Corp. and General Foods Corp. 
and also has headed his own con- 
sulting service in Los Angeles and 
San Francisco. 


ot home 
a winner 


In Denver Television, your best bet 
is KOA-TV. Study the ARB dope sheet to 
see why! 

In the June, 1954 ARB, KOA-TV 
placed first in quarter hour wins - Sunday 
thru Saturday, 6 p.m. to sign off - going 
away! KOA-TV topped the field by a full 
19% more than the second place station. 


QUARTER HOUR WINS 
Monday thru Saturday - 6 p.m. to sign off 


Wins Pet. 


WIN 81.5 47 
Place 47.5 28 


15 


And KOA-TV’s pure bred ACADEMY 
THEATRE, by far Denver Television’s surest 
thing, is a typical example of KOA-TV’s 
thoroughbred programming. ACADEMY 
THEATRE’'S average quarter-hour rating 


of 17 really pays off on each 1-minute 
ticket. Savemore Drugs of Denver cashed 
in over $2000.00 in merchandise sales on 
ONE $79.50 ACADEMY THEATRE spot. 

To boot home a winner in Denver, 
place your money on the nose of the West's 
best bet... KOA-TV. 


Call Petry 
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Bushnell Will Push | 
Riflescopes with | 
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are made on time, the $3 is re- 
| funded in the form of a certificate 
for that amount which can be ap- 
|plied to the purchase of any 


Optimum Optimism 
Futon, N. Y., July 27—The 


HOW YOU “AN OWN 


‘Fal 


Record Ad Campaign A BUSHNELL IFLESCOPE Bushnell instrument. 
Hixson & Jorgensen is the} Newspaper, indicated in its 
PASADENA, July 27—D. P. Bush- | ‘Bushnell agency. very first issue on July 14 that it 
nell & Co. has a statistic it thinks 18 Feet Tall has all-embracing circulation as- 
will guarantee a receptive mar- through a T. Robley Louttit Adds Two pirations. Underneath its front- 
ket for its Riflescopes, which are BUSHNELL Lee Engineering Co., Pawtuck-| page flagstaff appeared its sub- 
getting a record ad campaign RIFLESCOPE et, R. I., has appointed T. Robley |title: “The Newspaper Everybody 
starting this month: Three out of Louttit Inc., Providence, to han-| Reads in Fulton.” 
five hunters do not get their deer. Con You tits? | dle advertising for its line of Pres- 


Bushnell doesn’t need to hit 
anywhere near that mark to do 
well. In the U.S. there are 25,000,- 
000 gun owners, and 17,000,000 
licensed hunters. 

Most of the luckless hunters got 
a shot or two but missed. Bush- 
nell is selling the idea of im- 
proved marksmanship by pro- 
moting the pitch that “Your deer 
becomes 18’ tall through a Bush- 
nell Riflescope...how can you 
miss?” 

The advertising campaign is 
spearheaded by two-color spreads 
in the August issues of American 
Rifleman and Outdoor Life. 
Smaller space is scheduled in 
Field & Stream, Gun Annual, 
Hunting Annual, Sports Afield, 
True Hunting Yearbook, and a 
number of other specialized pub- 
lications. 


merchandising plans, 
unique in the field, are backing 
up the ads. The first is a 30-day 
free trial offer. Whether the pur- 
chaser buys the Riflescope out- 
right, on time, or makes a deposit, 
he can return it within 30 days 
and get his money back if not sat- 
isfied. 

The second is a _ three-month 
credit plan, under the emblem 
American Sports Federation, a 
Bushnell subsidiary which han- 
dles the financing, thus relieving 
the dealer of this problem. 

Participation in the promotion 
works in this fashion: The dealer 
orders three, six, 12 or more 
Bushnell scopes—ranging in price 
from $39.50 to $64.50—and sells 
them for cash or on credit. The 
dealer takes his commission as a 
down payment, gets a sales con- 
tract and mails it to Bushnell. 
The company then replaces the 
Riflescope without charge. The 
dealer buys only once. Thereafter 
stock replacement is automatic. 
ASF is responsible for collection 
of credit accounts, but reserves 
the right to suspend this privilege 


‘ 


| 


more-automatic 


eriton publication 
Clevetand 13. € 


| 


Bushnell 
scorns 
18’ TALL DEER—D. P. Bushnell & Co. will use color spreads like this 
in August in Outdoor Life and American Rifleman to push its 
Riflescopes. Hixson & Jorgensen is the agency. 


if losses from a dealer’s custom- 
ers become excessive. 
The charge for credit is $1 per 


month. If the account is paid 
within one month, this charge is 
canceled. If monthly payments 


to hydraulic materials handling 


‘lifts. The agency also has been 
‘named to handle advertising for 


Apco Mossberg Co., Attleboro. 
Mass., maker of automotive 
wrenches, torque tools and steel 
spools and reels. 


Ruff Directs Norge Research 

Borg-Warner Corp., Chicago. 
has appointed James Ruff to the 
new position of director of mar- 
keting research for its Norge di- 
vision. Mr. Ruff formerly was di- 
rector of marketing research of 
Apex Electrical Mfg. Co., Cleve- 
land. 


Nupla Names Davison Co. 
Nupla Mfg. Co., a division of 
New Plastic Corp., Hollywood, has 
appointed Walter C. Davison Co., 
Glendale, to handle its advertising. 
Davison handled the New Plastic 
account from 1947 to 1953. 


Bernard White Gets New Post 


Bernard White has been ap- 
pointed art director of Popular 
Publications Inc., New York, a 
new position. He has been art edi- 
tor of Argosy, a Popular publica- 
tion, for the past 10 yeafs. 


PUCK. The Comic Weekly 


SELLS the U.S. 
.. Mote PITTSBURGH... example 


WHAT'S MORE, 
RICH OUTLYING MARKETS 


THE 


PITTSBURGH SUN - TELEGRAPH 


YES, your MAJEsTy. PUCK, THE 
COMIC WEEKLY IS CARRIED BY THE 


GET ANOTHER 30% 
OF THE 
CIRCULATION 


INTO ALMOST HALF THE 
HOMES IN THE AREA, 


F the way to 
more sales, | 
more quickly in 
= the making-it- 
% 


re 
SURE |S! AND PITTSBURGH PEOPLE 


THE PITTSBURGH 


HAVE A FAMILY INCOME ALMOST 


10% HIGHER THAN 
MARKET SURE IS RICH,| [ 


THE NATIONAL 
AVERAGE . 


ISN'T IT CAP'N ? 


AND JUST THINK OF iT 
THAN 460,000 
FAMILIES READ PUCK 
EVERY WEEK IN THE 
PITTSBURGH SUN- 


Features Syndicate 
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, that it is presented by local hard- | 
/ware dealers. The manufacturers 


Television-Print 


Package Drawn Up 


for Hardware Firms 


Upper Darsy, Pa., July 27— 
A $3,500,000 television-newspaper 
ad package is being offered to 
hardware manufacturers. 

The plan has been devised by 
Barton Preston, Philadelphia hard- 
ware adman who has formed Pres- 
ton Enterprises to promote it. He 
is negotiating with American 
Broadcasting Co. to clear the tv 
net Thursday evenings for his pro- 
gram. 

Here is how Mr. Preston says the 
package will work: Each week up 
to three manufacturers will be able 


to buy commercial time on the) 


half-hour program, a Goodson- 
Todman package named “It’s in 
the Family.” 


@ Each Thursday full pages will be 
taken in newspapers to push the 
program in 60 markets. The ads 
will headline the show, emphasize 


|sponsoring the program that day 
will be allowed to list their dealers 
in the newspaper space, but not 
on the air. 

Cost of the package is about 
$15,000 per advertiser per program. 
According to Mr. Preston, this in- 
cludes time and space, program 
cost, agency commissions and a fee 
to Preston Enterprises. About 40 
companies have signed as sponsors, 
some to appear every other week 
and some for four participations a 
year, he said. Starting date is 
tentatively set for late September. 


‘California Visitor’ Expands 
California Visitor, monthly 
guidebook for airline passengers 
to California, will double its cir- 
culation to 45,000 monthly by add- 
ing three airlines to its distribu- 
‘tion, starting with the September 
issue. They are American Airlines, 
Pan American World Airways and 
Western Airlines. The guidebook 


1S BERRIES... 
| CUP SUGAR... 


each jar! 


YUM-M-M-M-M—This unit, erected by Naegele Advertising Co., Minne- 
apolis-St. Paul, for State Fair jams and jellies, rotates to a new 
location in the Twin Cities every 30 days. 


lines. Eric Braswell & Associates 
has been appointed to represent 
the publication in San Francisco 
and northern California. 


Zenith Names Leon Strauss 


now is distributed by Bonanza Air- 
lines and California Central Air- 


Zenith Radio Corp., Chicago, has 
‘named Leon Strauss Jr. merchan- 


dise manager of Zenith hearing 
aids. Mr. Strauss is a former presi- 
dent of Allen-Howe Electronics 
Corp., Salem, Mass., and more re- 
cently handled merchandising as- 
signments for Corrosion Engineer- 
ing Co. and Macmillan Oil Co., 
both in Boston. 


NOW 


FAMILY 


AVERAGE PITTSBURGH 


BUYING INCOME OF OVER 


LISTEN, JIGGS, THE | 


HAS AN EFFECTIVE 


#5 600 


#4000 AT RETAIL. 


AND THEY SPEND 


WHICH IS 5 BUCKS OUT OF 5 
EVERY SEVEN, MAGGIE DEAR 


WOW 


° y 


PUCK is THE Buy FoR 


ADVERTISERS, 


DAGWOOD. 


aps in PUCK averace 34 To 
5 TIMES MORE READERS THAN 
MATCHED ADS IN NATIONAL 
| WEEKLY MAGAZINES. * 


NATIONAL CIRCULATION 


IS 


OVER 9,700,000! 


€ King Features Syndicate 


The Only NATIONAL Comic Weekly — 


THE COMIC WEEKLY 


A Hearst Publication 


63 Vesey St., N.Y., Hearst Bidg., Chicago, 1207 Hearst Bldg., San Francisco 


Averages 44% coverage in 55 markets | 
accounting for 42% of all U.S. retail sales 


| 


in the morning! 


in the evening! 


IN 
Winston-Salem 


NORTH CAROLINA 


. . . the hub of a rich, fast- 
growing 15 county market in 
the industrial heart of the... 


State in the South 


Whatever your product or serv- 
ice—you will sell more of it 
faster to more people when you 
use the 


STATION 


+ 
AFFILIATE 
600 KC—5 KW 
AM - FM 


Represented by 
HEADLEY-REED CO. 
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This is JIM KNOX, 
President, 
Knox Gelatine Co. 


Famous. 
FATHERS 


grandfather. Grandpa Knox, 
with a shrewd twinkle in his. 
eyes, says: 


“t leve kids, especially those 
who are fed Knox Gelatine, biess 
their little hearts. Somehow, they 
seem happier, and the more Knox 
they use, the happier | become, 
tool" 


And we at PARENTS‘ MAGAZINE 
simply nod our heads. We know. 
We help to rear more than 
3,250,000 growing children— 
through our 1,625,000 
reader-homes. Knox Gelatine 


Co. has been reaching Belmont Carr lee Bedard 
families with children through 
PARENTS’ for nineteen years! PRIZE-WINNER—Judith Carr, student at the Parsons School of Design, 
nee beams at her winning poster in a contest among the school’s students 
sponsored by Lever Bros. With her are Edyth 
FAMOUS FATHERS AGREE: Women are wonderful, 


..» but MOTHERS are better and bigger customers! 


packaging director; Tom Lee, display and packaging creator, and 
Pierre Bedard, Parsons School president. 


BIRDS OF A FEATHER... 
Lhe worlds best airliners 


BOEING STRATOCRUISER 


No passenger planes out-perform those built in the U.S.A. 
Measured by accepted standards — dependability, speed, 
comfort, safety, economy of operation and maintenance — 
American-made air transports are the backbone of world 
aviation. Almost every major airline in the world flies one 
or more types of U.S. passenger planes. 

In military aviation, too, America’s airliners are serving 
best. Versions of every modern type are a part of the Military 
Air Transport Service, ready for any national emergency. 
When even better passenger planes are built, it will be done 
in America—where aviation was born. This advertisement is 


published in the interest of America’s air- 
craft industry and its customer airlines by C () N \ Al R 


A DIVISION OF GENERAL DYNAMICS CORPORATION 


Advertising Age, August 2, 1954 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 30-Sept. 3. Photographers Assn. of 
America, 63rd annual convention, Con- 
rad Hilton Hotel, Chicago. 

*Sept. 4-9. Assn. of Railroad Adver- 
tising Managers, fall business meeting 
and tour. Sept. 4, Salt Lake City; Sept. 5, 
Cedar City, Utah; Sept. 9, Las Vegas, 
Nev. 

Sept. 10-12. Midwestern Advertising 
Agency Network, Sheraton Hotel, Chi- 
cago. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., fall specialty show, Palmer 
House, Chicago. 

Sept. 20-23. Premium Advertising Assn. 
of America, New York premium show, 
Hotel Astor, New York. 

Sept. 22-25. National Assn. of Photo 
Lithographers, 22nd annual convention 
and exhibit, Hotel Statler, New York. 

Sept. 23-25. Newspaper Advertising 
Managers’ Assn. of Ecestern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agen- 
cies, Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 
| Sept. 27-29. Life Advertisers Assn., an- 
nual convention, Hotel Sheraton-Gibson, 
| Cincinnati. 

Oct. 4-5. Inland Daily Press Assn., an- 
|nual meeting, Drake Hotel, Chicago. 
| Oct. 7-9. Pennsylvania Newspaper Pub- 
|lishers’ Assn., annual convention, Penn 
|Harris Hotel, Harrisburg. 
| Oct. 9-12. Mail Advertising Service 
| Assn., annual convention, Hotel Statler, 
Boston. 
| *Oct. 12-13. Second annual Dixie pub- 
lic relations conference, sponsored by 
Atlanta chapter, Public Relations Society 
of America, Emory University, Atlanta. 
| Oct. 13-15. Direct Mail Advertising 
| Assn., annual convention, Hotel Statler, 
| Boston. 

Oct. 18-19. National Newspaper Pro- 
motion Assn., western regional clinic, 
Hotel Westward Ho, Phoenix. 

Oct. 18-19. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 28-29. National Conference of 
Business Paper Editors, Hotel Statler, 
Washington, D. C. 

Oct. 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 

Nov. 8-10. Southern Newspaper Pub- 
lishers Assn., 5lst annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 

Nov. 8-10. Assn. of National Advertisers 
annual meeting, Hotel Plaza, New York. 


Cantrell & Cochrane in Drive 
for Canned Quinine Water 

Cantrell & Cochrane Corp., New 
York, which recently brought out 
Super Cola soft drinks in cans, 
has now entered the market with 
quinine water in cans. Known as 
C&C Old India quinine water, the 
new product in 12 ounce, cap-top, 
no-deposit, no-return cans is being 
sold below competitive prices of 
quinine water in bottles. 

The cans are priced at 13¢ to 15¢. 
Ads have broken in The New 
Yorker, and a newspaper schedule 
is being prepared for New York, 
Chicago and Los Angeles for Au- 
gust and September. Ted Bates & 
Co. has the account. 


Dan River Mills Names Two 


A. W. Barber has: been named 
general advertising and sales pro- 
motion manager of Dan River 
Mills, New York. He has been as- 
sociated with the company’s adver- 
tising activities since 1950. At the 
same time, the company appointed 
Alyce Dunshee fashion promotion 
manager. Miss Dunshee has been 
with the Wool Bureau, Springs 
Mills and Avondale Mills. 


Buchanan Names Two V. P.s 

Roy M. Winkler has been named 
v.p. and creative art director and 
has been elected to the board of 
Buchanan & Co., New York. He has 
been with the agency i2 years. Al- 
/bert D. Van Brunt, an account ex- 
ecutive with Buchanan since 1952, 
has also been named a v.p. 
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FAVORITE HOME NEWSPAPER 


How important are these Washington Post and Times Herald Bort nt gs 
1) circulation figures for advertisers? In total circulation they : ey 
represent approximately 130,000 more daily than the second 
paper —in city circulation about 80,000 more. In the complete 
retail trading zone (including the city) The Washington Post 
and Times Herald has in excess of 239,000 carrier home 
delivered circulation daily—more than the second paper’s . 
total circulation in this primary area. 7 


PERE 


Beg, 


” since The Washington Post bought the Times 
Herald on March 17 the advertising world has been 
interested in watching what would happen. First 
came the paper itself—The Washington Post and 
Times Herald—a big newspaper with four separate 
sections every week day, twelve to fourteen sections 
every Sunday. This big newspaper Included all the 
news and picture services of the Post and of the 
Times Herald—all the comics previously in the 
separate papers—most of the columnists, most of 
the other features. From the Post’s previous week 
day average of 115 columns of news and features, 
The Washington Post and Times Herald increased 
to over 150 columns daily. Advertising jumped too, 
making the newspaper even bigger, even more com- 
plete, eyen more serviceable to the reader. 


CIRCULATION STABILIZED 

The circulation figures just announced show how 
well Washington has received The Washington Post 
and Times Herald. The old Times Herald’s early 
street editions were discontinued in March. Duplica- 
tion, of course, disappeared instantly since there 
were no longer two separate newspapers to buy. 
These net paid circulation figures of 381,417 daily* 
and 392,580 Sunday for the April-June quarter 
represent, therefore, not a mid-point on a descending 
curve, but the actual readership at which the paper 
has leveled off. 


LOWEST MILLINE 

As a result, advertisers can now get 70% coverage 
daily of the city zone, and 67% coverage of the city 
and retail zone, through The Washington Post and 
Times Herald. No other daily gives even half cover- 
age of Washington. 


As a further result, The Washington Post and Times 
Herald’s milline is far lower than the second—or 
third—paper’s, and considerably lower than offered 
by any paper before the purchase. 


For years The Washington Post has been the big 
paper in prestige and importance in the nation’s 
capital. Now The Washington Post and Times Herald 
is big in every respect—size, circulation, value. It is 
the big buy for the advertiser. 


Nationally represented by: Sawyer, Fercuson, WALKER -Com- 
pany, New York, Chicago, Detroit, Philadelphia, Los Angeles, 
San Francisco, Atlanta « THe Hat Winter Company, Miami 
Beach « Puck, The Comic Weekly « JosHua Powers Co., 
Lrv., London. 
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Street & Smith’s *** three star edition for advertisers 


To advertisers in search of a quality audience of mass dimensions at a competitive rate, 
Street & Smith offers the combined circulation of Mademoiselle, Charm, and Living 

for Young Homemakers as a single advertising unit. . . . Equal space in the three 
magazines earns a group discount which increases with frequency. . . . Bought singly, each 
magazine represents an audience great in quality. Bought as a unit, the three 


magazines represent a total audience great in quality and great in size. Now, for the 
first time, quality carries no penalty of price. 


STREET & SMITH’S *** three star edition 


*MADEMOISELLE *CHARM *LIVING FOR YOUNG HOMEMAKERS 
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Sneezes, Headaches Inspired First 
Bissell Carpet Sweeper 78 Years Ago 


(Continued from Page 2) 
temporarily on a synthetic bristle. 
This man-made bristle was used 
until recently, when hog bristles 
became available again from 
countries not under Red Chinese 
domination. 


pany. 


s “Orders came hard at first,” | 
recorded the Grand Rapids Press | 
in a 1931 story about the early | 
days of the husband-and-wife 
enterprise. “Carpet sweepers were 
new on the market,” the story 
went on, “Mr. and Mrs. Bissell 
found they had to do a lot of 
missionary work in the interests 
of their product. They had to give 
demonstrations. The public had to 
be sold first to the idea that a 
practical substitute for the broom 
had been found.” 

A big early sales success was 
selling five dozen sweepers to 
John Wanamaker’s store in Phil- 


adelphia, probably the best-known | 


vetail name in the land. 

By 1880 the enterprising pair 
needed a separate building for 
their burgeoning business. Three 


her employes she said: ‘Bissell 
will not be sold; nobody needs to 
worry about his job.” 


e For the next 30 years, Anna 
Bissell, mother of five children, 
was the active head of the com- 
Under the benevolent lead- 
ership of this woman, Bissell 
sweepers kept right on selling. 
The company has always been 
a family affair, the children all 
worked in the plant. The eldest, 
M. R. Bissell Jr., now 72, is the 
current president. He started with | 
his parents’ company in 1905,. 
sweeping floors for 25¢ an hour. 
A second son, Irving, is today ex- 
ec. v.p. Irving’s eldest son, Mel- 
ville R. III, is, at 33, v.p. in charge | 
of marketing. A second son, John | 
D., is purchasing agent. The pres-| 
ident’s son-in-law, Henry T. Lath- | 
rop, is v.p. in charge of manufac- | 
turing. | 


'@ As early as Christmas, 1890,, 
the company was advertising in| 
more than 1,000 newspapers and 
magazines. It advised its dealers, 


years later a five-story factory 
was erected. Then, 


after, the new plant was destroyed | 


by fire. 


es While the factory 
smoldered, Bissell leased other) 
space and, 
had workmen cutting lumber for 
his sweepers. Mrs. Bissell went to 
a bank and pledged the family’s 
possessions against a loan. Nine-| 
teen days after the first factory 
was gutted, sweepers were again 
going out to the world. The only 
other time that Bissell sweepers 
were off the market came in 
World War II, when the company 


turned to making parts for gun) 


sights, airplane rivets, fuse caps, 
map cases and other necessities 
for the war effort. 

The business was thriving in 
March, 1889, when Bissell came 
down with pneumonia and died 72 
hours later. In a day when it was 
unknown that a woman _ should 
run such a business, the 43-year- 
old widow was expected to sell 
out. But she took over the manag- 
erial reins without hesitation. To 


12 months) 


that the expenditure of so much 
/money for advertising “‘must cer- 
|our sweepers in every part of the 
‘country, such as has never been. 


the year Bissell’s 


throughout the world. 


| One of advertising’s 


kins, went to work for Bissell in 
the 1890s as a $40-a-month book- 
| keeper. But he gave up his ledgers | 
|after several phenomenal selling 
successes. One of his most pro-| 


tainly bring a holiday demand for | 


ruins still|}known before.” It did. That was) brilliant red sweeper to dealers | fied purchaser saw her Bissell fall 
Gold Medal)|via another persuasive letter, 
the same afternoon,| model alone was used in 12 royal | won such a response that his com- | mained over four days before it 
palaces and nearly 200,000 homes pany, he later said in his book | could be retrieved. When it was 


alltime per Bros., 
great copywriters, Claude C. Hop-| more money in the next six weeks | that there was “no injury to the 


| 
| 
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Competition from the 
cleaner, however, was keenly felt 
‘in 1927 and subsequently during 
.~* (depression years. About 23,550,000 
| vacuums were purchased prior to 
World War II, and about 24,250,- 
have been since. 


BISSELL’S= 


a The Bissell sales slump was 
‘traced, in part, to management’s 
decision to trim the advertising 
budget. But in 1933 the company 
pinned its hopes on more hand- 
some sweepers and the ad theme 
that vacuum cleaner homes were 
incomplete without a _ carpet 
sweeper. By the late 1940s, close 
to 40% of America’s vacuum 
cleaner homes also had a Bissell. 
/Currently, better than 45% of the 
/nation’s vacuum homes also house 
| Bissell sweepers. 

The omnipresent Bissell—used 
in homes and palaces, hotels and 
offices throughout the world, as 
well as on steamships, railroads 
and airplanes—may be found at 
the Court of St. James, the Vati- 
can and the White House. Green- 
land was transformed to.a sweep- 
er market by U. S. armed forces 
sent there. When Princess Eliz- 
abeth toured Canada prior to her 
coronation, she walked from her 
limousine into Toronto’s Royal 
York Hotel on a magnificent red 
carpet. It had. of course, previous- 
ly been “Bisselled.”’ 


AD PROGRESS—Bissell reproduced these ads, dating from 1890 to 1936, 
in a brochure marking its 60th anniversary in the sweeper field. 


“benefactor, not a salesman.” The | files abound with letters from us- 
result was that 250,000 Sweepers | ers who report their sweepers “in 
were sold in three weeks. ‘actual use for 35 years without 

Later, Hopkins was intrigued any cost for repairs,’ or “used 
by the sales possibilities of ver- constantly for 50 years...never 


milion wood. When he offered a|had any new parts.” One horri- 


® Bissell—biggest name in carpet 
sweepers (“We Sweep the 
World’”’)—gave the family name 
to the language. In England, maids 
refer to sweeping as ‘“Bisselling” 
the room. Nor is the sweeper a 
stranger to the columns of British 
and American humor magazines. 
Sample: 

Mary had a little broom, 

‘Twas stiff and short of 


it | into 18 feet of water, where it re- 


(“My Life in Advertising,” Har- 
New York), 


finally fished out, she wrote the 
“made | company of her delight on noting 


than they had made in any year) 
before.” 


It was the sales-minded — a The appearance of the vacuum bristle. 
kins who found inspiration in|cleaner on the household scene at It spoilt the carpet in her 
Louis Pasteur’s discovery that ‘first flustered the Bissell compa- room, 
ductive ideas was to have the| even household dust and dirt car-|ny. Thinking to diversify its line, | — she’s got a Bis- 
sell. 


nut. 


While’ Bissell was _ building 
250,000 such sweepers—‘12 woods 
to the dozen’—Hopkins wrote 
letters to dealers. He told of the 
“12 finest woods in the world” 
that would never be offered again. 
His prose was so magnetic that 
he appeared to dealers to be a 


company turn out a line of sweep-' ried germs. Hopkins’ advertising | the company tried its hand at 
ers in 12 attractive woods, rang-| copy proclaimed, “Health and san- | 
ing from light maple to dark wal-|itation alone demand the use of a 


about 100 experimental vacuum American humorist Josh Bill- 
cleaner models. Then it decided to | ings once wrote the Grand Rapids 
stick with the product it knew) company in this vein: “Dear Bis- 
best, reasoning that the appliances | sil—your sweaper cum safe, and 
were complementary, not compet-|I must say it will worry the dirt 
itive. The wisdom of this thinking | off a karpet more sudden and sin- 
is reflected in a statistic: More cearly than enny enterprise I have 
sell advertising practically guar-|than half the 38,000,000 or more met yet. Me and my wife had had 
anteed its sweepers would last! Bissell sweepers sold since 1876 2 quarrels allreddy who shood use 
“ten years or more.” If anything,| have been grabbed up by consum- the dear sweaper neckst. Yours 
the company underestimated the/ers since vacuum cleaners became without a struggle, Josh Billings. 
staying power of its product. Its!common. P.S. Mi wife haz rigged a kradle 


Bissell.””’ Housewives everywhere 
bought sweepers on the strength 
of this approach. 


s At the turn of the century, Bis- 


Newspapers. across the country 
Lake Shore Bista mats because they are 
custom built to exact newspaper-speci= 2 
fications for direct casting and are skill- — 
fully treated with Bista underlays — 
solids’ raised, highlights, lonesom 
areas and vignettes lowered—for bette 
newspaper color printing. Bista Pre- 
Madeready mats exclusive” with 
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on the top ov the sweaper and 
rides the baby around the room, 
and hunts for kambrick needles | 
at the same time. Bully for the | 


sweaper. J.B.” 


Company files hold evidence’ 
that as early as the 1890s, its) 
sweepers were known “in the per-| 
fumed salons of the French; the| 
boudoirs of the Venetians and/ 
Florentines; the guarded and an-. 
cient castles of Spain; the harems| 
of the sultan and the shah, and the| 
roomy casas in the land of the 
Montezumas.” | 
Americans traveling abroad 
have found Bissell sweepers be- 
ing used on expensive handmade | 
rugs in North African bazaars. 
The sweeper has even been used 
for keeping immaculate the greens | 
of the Saunton Sands golf links, 
North Devonshire, England. 


Right now the Bissell manage-| 
ment is enthusiastic about its new | 
Sweepmaster. A _ sleek, stream- 


POINT OF SALE—Bissell dealers were 
offered this lithograph of a Nor- 
man Rockwell painting back in 
1929. It was suggested that “an 
artistic and effective setting” would 
be to “arrange a floor or bridge 
lamp to properly light it.” 


lined model introduced to the 
trade in January, the Sweepmast- 
er is rolling up an astonishing 
record. Already it accounts for 
over 35% of all Bissell sweeper 
sales. No other model in company 
history has caught on so well, so 
fast. Designed by Harley Earl, a 
vice-president at General Motors, 
the Sweepmaster has been selec- 
ted by the Museum of Modern Art 
for its good design exhibit, and it 
has also won the National Home 
Fashions League “Trail Blazer 
Award.” 

The light, compact Sweepmaster 
is Bissell’s modern answer to a 
line of advertising copy that it first 
ran in newspapers and magazines 
in 1889: “Invention hath no nobler | 
aim than to lighten woman’s 
labor.” 


Schenley Industries Suspends 
Bottling at Indiana Plant 
Schenley Industries will discon- 
tinue bottling operations at Law- 
renceburg, Ind., in late August. 
Company officials in New York 
said this will be done to cut costs 


but would not go into further de-| 
tails. The plant will continue to be. 
used as a center of the company’s | 
antibiotic research and for aging 
whisky. | 

Plant machinery will be dis- 
mantled and stored. Schenley also | 
operates bottling plants at Frank-| 
fort and Louisville, Ky., Schenley, | 
Pa., and Fresno, Cal. | 


Grant Joins Landers, Frary | 


James D. Grant has been named. 
supervisor of promotion and sales | 
training of the electrical house- 
wares division of Landers, Frary| 
& Clark, New Britain, Conn. He 
was formerly with American Pa- 
per Goods Co., Kensington, Conn. ! 


Bissell's ‘Biggest’ 
Ad Push Backs New 


Sweepmaster Model | 
| 


(Continued from Page 2) 
ments incorporated in sweepers in 
favor of “selling the need” for the | 
appliance. “Today,” said young, 
Bissell, “people don’t care about | 
‘broom-action’ or the ‘hi-lo’ fea- 
ture, so long as the sweeper works 
effectively.” 


a An outgrowth of the ‘“modern- 
ized” business approach was a 
move to larger advertising space | 
when N. W. Ayer & Son got the ac- | 


‘count last year. “Since we don’t | 
have an unlimited budget,” said. 


ad manager Nickel, “we had to re-| 
consider our plans for color, fre- 
quency of insertion and our media. 
list. 

“We elected to curtail media, and | 
today we think shelter books and. 


store-distributed books are best we'd settle on Better Homes & Gar- 
for us. As a matter of fact, if we|dens.” Other books on the current 
were going to use only one book,'schedule are Good Housekeeping, 


HELP FROM MUGGS—P. W. Nickel, advertising manager of Bissell, meets 

Dave Garroway and his sidekick J. Fred Muggs on the NBC-TV 

“Today” show which the company tried out to get its new Sweep- 
master off to a flying start. 


Bride’s Magazine and American 
Home. Sunset Magazine is used on 
the West Coast. 


41 


With Ayer, Bissell has divided 
the calendar year so that it makes 
four ad pushes annually—spring 
housecleaning, gifts for brides, fall 
cleaning and Christmas _ gifts. 
Theme of every bit of promotion is 
that the Bissell sweeper “saves 
time, saves work, saves rugs.” Be- 
fore the advent of Ayer, advertis- 
ing insertions staggered 
through the year with a minimum 
of space appearing in the summer, 
when sales stifle in the heat. 


e Bissell is currently dunking a 
tentative toe in television with 
Dave Garroway. “We wanted to 
get the word across the country as 
quickly as possible that there was 
something entirely new in sweep- 


Daisy Bacon, who was for 20 years 
editor of Street & Smith’s famous - 
weekly, Love Story Magazine, has 
written a book of advice about how 
to write popular magazine fiction. It 
is titled ‘‘Love Story Writer’ and will 
be published by Hermitage House on 
August 26th. On sale at leading book 
stores. 


‘Ue 
Gasoline 


Development 
in 31 Years 


But how 


were 


thousands of 
motorists to be 
convinced ? 


Scientists knew that Shell Premium with TCP* 
additive was the most important gasoline advance 
since the development of tetraethyl lead in 1922. 


Every test proved it. 


But it was a highly technical achievement in research. 
In a world of claim and counterclaim could the story be 
told in terms millions of motorists would understand 


and believe? 


Mass education 


Here was an opportunity for 


advertising’s ability to 


present facts quickly and clearly to large numbers of 
people at low cost—‘'mass education’’ to match the speed 
and economy that comes from mass production. 


In newspapers, outdoor, radio and television our 
client announced ‘“The Greatest Gasoline Development 
in 31 Years” in test markets. Instead of claims, advan- 
tages were explained—convincingly, in terms of how 
this new fuel development solved a problem common to 
today’s high-compression engines. 


ee 


... something big happened’’ 


Response was so unprecedented that Shell Premium 
Gasoline with TCP additive was promptly made avail- 
able in Shell’s full marketing territory. To quote Shell: 


“When any normal size service station has 167 local 
motorists—new to the station, and new to the brand— 
make gasoline purchases in a single month, something 
big has happened! When most of the 167 ‘strangers’ 
continue to buy in the second month and are joined by 
a new group equally numerous, you have a picture of 
what TCP additive in Shell Premium Gasoline has 
meant to Shell dealers across the country.” 


Is advertising’s sales-making potential also being used 
most effectively in your behalf? We'd be glad to talk it 


over with you. Just call or write. 


*Trademark owned by 
Shell Oil Company 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, Montreal, Toronto, Mexico City, 
Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, 
Johannesburg, Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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rs available,” explained Mr. Nick- 
el. The advertising manager feels 
that NBC-TV “does a wonderful 


‘outcome of the study was that the 
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| Before the turn of the century, convinced that “consistent, contin- 
| Bissell named the first of the three uous national advertising has 
company revised its pricing and|#® The management consultants ad agencies that have handled its|played a very important part in 


revitalizing the Bissell setup. 1 a down the same track.” 


job of merchandising.” discount arrangements. “Some recommended the .doption by Bis- account over the years. Lord &| giving the sweeper a_ universal 

He explained that his company stores made too much money on’ sell of a cooper tive advertising Thomas was the first. The Bissell ‘consumer acceptance.” But officials 
furnished network salesmen with jour sweepers, while others didn’t | plan. The con»any, however, account was one of the first sold |add: “You must have a good prod- 
names of leading retail and dis- get a fair break,” explained young) have noting to do with by the late great A. D. Lasker for \uct, and we've got it.” 


tributor outlets and return post- Bissell. 


cards. The salesmen visited these 


this proposal. Sin ec it first started L&T. In those days, agencies) 
“We also found that our adver-| marketing sweepers years ago it “brokeraged” accounts, so Bissell = Another move made by Bissell 


places, telling of the Garroway |tising was saying one thing, our) has declined any »art of co-op. prepared all its own ads, and {as a result of the management con- 
promotion, how the most could be|point of sale displays were em-| Company offici is take the view bought its own artwork and plates. /sultants’ report had been to diver- 
obtained from Bissell’s participa- | phasizing something else and our that “once you’re ‘n co-op youcan The Bissell business moved along |sify the kinds of outlets it has. 


tion in tv, and offered point of sale salesmen were out hammering never get out.” Tey believe most to Young & Rubicam in 1932. N. W. |Today, many kinds of stores carry 
material. ‘away at still another point. Now housewares man ifacturers today | Ayer & Son succeeded Y&R in 1953.|the sweepers. And they are also 


“The third-party approach of-|our whole marketing strategy is|wished they didn have co-op. 


fered by this arrangement was a 
big plus for us,” said Mr. Nickel. 
“Later, our own salesmen followed 
up the NBC boys.” 


ws Bissell, which by its own ad- 
mission had a rather strait-laced 
reputation with the trade, was 


TO THE TRADE—Hardware Age, 
Housewares Review and Retailing 
Daily carried ads like this re- 
cently to tell the promotion story 
behind the new Bissell Sweep-| 
master. 

handicapped by the fact that it was | 
regarded as an outfit pursuing) 
rather antiquated policies, 
that we wouldn’t bend, come hell 
or high water.” That has all been | 
changed in the past three years, 
with the company gradually seeing | 
the sales-value of a policy that | 
views customers as nearly always! 
right. | 
The new thinking also resulted | 
in hiring a firm of management 
consultants, who made a_ whole 
series of recommendations aimed at 


Whatever the agency, Bissell is distributed by Sears, Roebuck and 


NATION'S LARGEST TRADE TERRITORY 


JUST RELEASED 
COMPLETE 
1954 


MARKET DATA 


OF A 24 COUNTY AREA 
Write for your free copy 


She Paso Times 


An Independent Newspaper 


Two Separate Newspapers 
30° Line BUYS BOTH! | 


“One reason for industry’s continued plans 
for heavy investment in new plants and 
equipment seems to be that businessmen are 
looking beyond the current letdown in sales 
to new growth in the future. 

‘Perhaps even more important in plans 
for expanding capacity is the aim of indi- 
vidual companies to increase their share of 
the market. In industry after industry, com- 
panies report that their sales will expand 
much faster betiveen 1953 and 1957 than 
will the sales of their competitors.” 


From the Seventh Annual Survey — 
‘Business’ Plans for New Plants and 
Equipment 1954-57,” conducted by 
McGraw-Hill Dept. of Economics. 
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Montgomery Ward. 


‘up with the four metallic colors in | Peterson Advertising Agency, v.p.;; soll roofdeck. He has been trans- 


Market research led to the de- | which the Sweepmaster is avail-| Charles C. Carey, Lunc & Heitman,| ferred from New York to the 


velopment of Bissell’s new pride,jable: Aztec copper, Inca green, 
the Sweepmaster. The need seemed |Navajo blue and Smoke gray. 
to be for a deluxe, modernistic/These colors were proved with a 
sweeper. The company retained|number of housewife panels, but 


Harley Earl, General Motors de-|the best-seller so far is Smoke’ 


signer, who toyed with the project 
for 18 months. Earl made drawings 
and plaster mock-ups in several| Hawaii Ad Assn. Elects 
different sizes, and working with) Vance W. Fawcett, of Vance 
Bissell engineers, evolved the ap-| Fawcett Associates, has been 
pliance that has set sales records| elected president of the Advertis- 
since its introduction in January.| ing Agency Assn. of Hawaii. Other 
It was Mr. Earl, too, who came | new officers are Bob Peterson, Bob 


gray. 


secretary, and Edward H. Joesting. 
N. W. Ayer & Son, treasurer. 


Joseph Frank Named A. M. 
Reflectal Corp., recentiy 
panded subsidiary of Borg-Warner 
Corp., Chicago, has named Joseph 
R. Frank advertising manager. 
Mr. Frank, formerly advertising 
manager of Alfol insulation, man- 
ufactured by Reflectal, will direct 
promotion for Alfol insulation, 
Koolshade sunscreen and Inger- 


|food seasoning. Mr. 


company’s Chicago executive cof- 
fice. 


Leary Directs Ac’cent Sales 


ex-} 


The Amino Products division 
of International Minerals & 
Chemical Corp., Chicago, has ap- 
pointed Thomas W. Leary Jr., na- 
tional retail sales manager for 
Ac’cent, monosodium glutamate 
Leary was 
promoted from assistant retail 
sales manager. 


USINESS FORECASTS may 
vary from industry to industry, 
but all market analysts recognize the 
fact that today’s high productivity is 
bound to result in keener competition. 
Yet many companies expect their sales 
to expand faster than those of their com- 
petitors! 
They are asking their salesmen to sell 
a greater volume of industrial products 
in a market where goods are plentiful 
and buyers choosey . . . and under con- 
ditions where it is becoming increasingly 
harder to locate and sell all the men who 
have a voice in buying decisions. 


with Mechanized Selling 


But in selling there are effective tools 
for shortening the way to market. Just 
as industrial MECHANIZATION steps 
up the productivity of the men in the 
plant, MECHANIZED SELLING, 
with Business Magazine Advertising, 
increases the productivity of the men 
who sell your products. 

Used for the preliminary steps of 
making contact, arousing interest and cre- 
ating preference for your product, Busi- 
ness Magazine Advertising gives your 
salesman more time to concentrate on 
the important job of making specifica- 
tions and closing the sale. 


APPLY ADVERTISING ...HERE 
Sound and consistent Product Ad- 
vertising is the best, quickest and 
cheapest way to accomplish the : 
preliminary steps in building an “i 
order. 


SPECIFIC 


PROPOSAL 
CREATE 


PREFERENCE 
AROUSE 
INTEREST 


KEEP CUSTOMERS 


METHODS CHART for increased saies power 
6. 


FOR GREATER PRODUCTION...HERE 


With ADVERTISING functioning properly on Steps 1-2-3 the 
salesman can concentrate more of his valuable selling time 
on the important job of producing finished orders. 


McGRAW-HILL PUBLISHING COMPANY, 
App 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ 


ED 


INC. 


M- GRAW-HILL 


Customer Labs Tell 
Kimberly-Clark How 
Products Are Faring 


NEENAH, WIs., July 28—Suc- 
cessful operation of the Custom- 
er Acceptance Laboratories of 
Kimberly-Clark Corp., manufac- 
turer of paper, industrial wadding 
and sanitary products, is described 
in the annual report for the fis- 
cal year which ended April 30. 

The purpose of the laboratories 
is to get an accurate reflection of 
customer opinion for the benefit 
of general management, and to 
use customer complaints for the 
purpose of studying quality and 


developing improved methods. 
Competitive products are _ also 
given careful scrutiny. In dis- 


cussing the work of the labora- 
tories, the report says: 

“This agency was established 
some years ago tu study custom- 
er requirements and to evaluate 
product quality from the custom- 
er standpoint. When this step was 
taken, it was unique in the paper 
industry. 

“Today the corporation § has 
three functioning laboratories, one 
for each of the general product 
fields. These laboratories evaluate 
Kimberly-Clark and competitive 
products, analyze customer com- 
plaints and conduct consumer 
surveys. They help to assure an 
unbiased, truly objective picture 
of consumer opinion.” 


WHAS-TV Increases Rates 

WHAS-TYV, Louisville, has an- 
nounced a rate increase, effective 
Aug. 15. The base hourly rate will 
go from $700 to $850 and rate for 
a Class A announcement, one time, 
will be increased from $140 to 
$170. Participation rates for the 
station’s “Good Living,’ now $80, 
or the 6:30 p.m. news program, 
now at $200, will not change. 


General Paint Names Close 

General Paint Corp., San Fran- 
cisco, has appointed Joseph Close 
market and sales analyst. Mr. Close 
formerly was director of merchan- 
dise of Honig-Cooper Co., San 
Francisco agency. 


SUCCESS 
STORY 


This is how Robert Svensson, 
Sales Promotion Director, 
Harris and Frank, retail store 
chain in California, tells it in 
his own words. ‘‘We conducted 
a sales contest among sales per- 
sonnel of our 16 stores with the 
grand prize a trip to Europe via 
Trans World Airlines. TWA not 
only took care of all details — 
they actually helped us pro- 
mote the contest. The results— 
based on increased sales — were 
most gratifying.” 


For information on how TWA 
Travel Awards can help you get 
action, write to Travel Awards Pro- 
gram, Dept. AA 8-2, TWA, 380 
Madison Ave., New York 17, N. Y. 


TWA travel awards get 
SELLING ACTION 
Fly the finest...FLY TWA 
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recommendations by Associ-| 
ated Business Publications now : 
total 1,476, the highest number in ©4"N-Erickson. 
the project’s 30-year history. 


Auerbach Appoints Willig | 
Sam Willig, formerly associated Cargill & Wilson Richmond, Va.| 
with Wm. E. Rudge & Sons and | He was formerly 
Street & Smith Publications Inc., | staff of A. C. Nicisen Co. 


| ualifies 1,476 Agencies has been appointe.: art director of | 
Alfred Auerbach A&sociates, New | 


vertisi ies qualifyin 
Advertising agencies quallyins | york. He succeeds Jack Griffin, 


who has joined ie staff of Mc- 


Eckhart to Carc !] & Wilson 
| Gerald Eckhar has been ap- 
pointed director of research of 


member of the 


Berliner Adds Arco Duties 
Arthur F. Berliner, advertising 


‘manager of Arco Co., Cleveland, 


‘has been named to handle mer- 
|chandising and sales promotion 
activities for Arco in addition to 


‘his other duties. 
| 


Two Elected to ANA 

Two more national advertisers 
-have been elected to membership 
jin the Assn. of National Advertis- 
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ers. They are Nebraska Consoli- 
dated Mills Co., Omaha producer 
of Mother’s Best flour and Dun- 
can Hines cake and muffin mixes, 


| turer. 


_KCRI Appoints Gill-Perna 


sales representative. 


and Sherwin-Williams Co., Cleve- 
land paint and varnish manufac- 


KCRI, Cedar Rapids, Ia., has 
named Gill-Perna Inc. national 


Hathaway imports authentic fndia Madras 


THAT WASHED-OUT LOOK—“Indian” 
cloth featured in this full-color 
Hathaway shirt ad is guaranteed 
to fade with washing and sunshine, 
giving the shirts “a look of good 
breeding and maturity which no 
mass-produced fabric can ever as- 
pire to.” The agency: Hewitt, Ogil- 
vy, Benson & Mather. 


Coast Firm Offers 
Promotion Deal to 
Shopping Centers 


San Francisco, July 28—A 
unique “package” advertising en- 
terprise has just been established 
here to design economical multi- | 
use programs for suburban shop- 
ping centers. 

Known as Shopping Center Pro- 
motions Inc., the enterprise was 
organized by Richard N. Meltzer 
of Richard N. Meltzer Advertising 
here, Robert Palmer, president of 
Eagleson’s, San Francisco apparel 
firm, and Walter C. Wolf of Pacific 
Exhibits Co., Los Angeles. 

SCP has developed a year-long 
promotion plan for shopping cen- 
ters anywhere in the U. S. It in- 
cludes color motion pictures, work- 
ing models of proposed outdoor 
displays, advertising material for 
all media, publicity kits, merchan- 
dising aids and suggestions for 
traffic building attractions. 


we By Aug. 15 the first of six an- 
nual SCP programs will have been 
installed in some nine centers 
throughout the country, served 
from the new company’s two of- 
fices in Lynwood, Cal., and San 
Francisco. 

The cost of the plan, including 
promotion materials, giveaways, 
installation, maintenance and de- 
mounting of displays, has been set 
at $12,000 a year on a three-year 
contract for western shopping cen- 
ters and $14,400 for eastern centers. 

Media budgets will be individ- 
ually determined by each shopping 
center, although SCP is encourag- 
ing the management of each center 
to raise an amount equal to the fee 
for the plan so local advertising 
may be adequate. 


a Mr. Meltzer told AA he is con- 
vinced that the program “is the 
most economical and thorough an- 
swer to the headaches of group ex- 
ploitation in the sensitive relation- 
ship of a landlord and his tenants 
building consumer traffic in a 
shopping community. . .particular- 
ly if the shopping center rises from 
a bean field some distance from a 
metropolitan area.” 

The plan was devised, Mr. 
Meltzer continued, “out of sheer 
expediency. Problems which ap- 
peared unique to each individual 
developer continued to mount and 
to be duplicated in shopping cen- 
ters everywhere in the nation,” he 
said. 


Research Institute Moves 
The Research Institute of 
America has moved to new quar- 


ters at 589 Fifth Ave., New York. 


| 
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P aulson-Gerlach Has breaking down agency services in- 


‘Agency Evaluator’ 


MILWAUKEE, July 27—An agency 
evaluator, whereby an advertiser 
can evaluate agencies in terms of 
“intangible services,” has been 
copyrighted and is being used as a 
promotion piece by Paulson-Ger- 
lach & Associates. 

The evaluator consists of a chart 


to respective categories (planning, 
‘ideas, copy, etc.) and each category 
into subsections (e.g., under copy— 
readability, believability, interest, 
technical skill). 


a The chart gives suggested 
scoring points for each section, but 
evaluators are urged to substitute 
their own figures to suit their 
standards. 


What does the advertiser do 
when he has finished with his 
scoring? 


first rough check should reveal 
some weaknesses and some strong 
points—enough to show whether 
the agency you are considering is 
likely to pass your final tests.” 
And, oh yes. An asterisk after | 
the idea category leads down to a. 
‘footnote at the end of the mailing. 


The promotion piece says, “Your 


piece points out: 
Agency Evaluator is a 
Paulson-Gerlach idea...” 


“This 
typical 


‘Hal Cranton Joins NBC 

Hal Cranton, formerly assistant 
director of national promotion for 
the Broadcast Advertising Bureau, 
has been appointed senior writer 
for television network sales pre- 
‘sentations of National Broadcast- 
ing Co. 


TELEVI: SION FILM SALES 
Feith in New York, Chicago, Los les, Bos 


. Louis, Dallas and San Fi 


Distributor in Canada is S. W. Caldwell Ltd.,4 07 os 
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Washington Apple 
Growers Veto Plea 
for Higher Ad Levy 


YAKIMA, WASH., July 27—Apple 
growers of Washington state, the 
nation’s No. 1 producer, have 
agreed to tighten up their stand- 
ards of quality to improve their 
competitive position in consumer 
markets, but they balk at increas- 
ing the levy for advertising. 

The new standards of quality 
were ordered in effect early this 
month by the state director of 
agriculture, Sverre N. Omdahl, as 
the result of a series of meetings 
with growers, who showed strong 
support for the change. 

But when the industry’s promo- 
tion agency, the Washington State 
|A pple Commission, asked the 
‘growers to boost the assessment to 
\finance a broader advertising and 
‘merchandising campaign, it was a 
different story. 

. Out of an estimated 4,500 grow- 
lers eligible to vote on the higher 
‘assessment, only 1,301 sent in bal- 
lots. The count showed 693 to 608 
‘against the boost. As a result, the 
|jcommission met here last week to 
lay out promotion for the season 
‘opening in September, with funds 
approximately $140,000 less than 
‘was spent in the season just closed. 
| Last year growers paid 3¢ a box 
per 100 pounds) for promotici:. 
The proposal of the commission 
would have raised the levy to 4¢ a 
box. The extra 1¢ would bring in 
‘approximately $200,000 to the com- 
‘mission, which declared an “urgent 

promotional 


ineed for additional 
funds.” 

The smaller crop expected for 
1954 will cut revenues $50,000 un- 
der those of last year, the commis- 
‘sion told growers. In addition, last 
year’s promotion drew on $90,000 
from a reserve fund. Total expen- 
ditures last year were $737,000, of 
|\which approximately $300,000 was 
in direct advertising and $200,000 
in merchandising, including a staff 
\of nine sales promotion men. Sub- 
istantial cuts this coming season 
will be made in direct advertising. 


a Tentative plans worked out last 
|/week call for the expenditure of 
\$75,000 in the campaign up to 
using newspapers, tel- 
more and outdoor in the West, 
‘South and Midwest. Promotion in 
‘New York, New England and other 
‘eastern areas will follow later in 
‘the season. 
| The commission also voted $39,- 
‘(000 for the Fruit Industries Re- 
‘search Foundation, which got the 
‘same amount last year, and $24,000 
for the National Apple Institute’s 
publicity and promotion for the in- 
|dustry as a whole. 

Advertising for the Commission 
is handled by Cole & Weber, 
‘Seattle. 


Brahms-Gerber Adds One 


Little-Beaver Co., Baltimore 
/'manufacturer of storm windows, 
‘has appointed Brahms-Gerber 
Advertising, Baltimore, to pre- 
pare a fall advertising campaign 
ito cover several eastern states. 
‘Trade publications, radio and co- 
|op aid to dealers in newspapers, 
adie, tv and direct mail will be 
jused in markets where Little- 
|Beaver dealers are located. 


‘Mortensen Manages KFMB 

| Art Mortensen has resigned as 
|national advertising manager of 
‘Don Lee Broadcasting System, 
Hollywood, to become manager of 
/KFMB, San Diego CBS Radio af- 
filiate. He succeeds Hobby Myers, 
who has resigned. 


‘Hotel Monthly’ Drops Rep 
Hotel Monthly, Evanston, has 
dropped John H. Rutherford & As- 
sociates as its midwestern ad- 
vertising representative. No suc- 
cessor has been named. 
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NOW, for the first time 117 episodes of FOREIGN INTRIGUE, available direct from the producer 
to you for local and regional sponsorship. The outstanding adventure series in the television 
film field FOREIGN INTRIGUE is shot on location in Europe for unparalleled authenticity. 


Seen throughout the country for the past three seasons FOREIGN INTRIGUE is a pre-sold 
product. It stands alone, acclaimed by both trade and general press — and loyally sup- 
ported by the viewing public—as the pre-eminent TV film show of its type. 


In addition to the 117 available FOREIGN INTRIGUE episodes, there is an entirely new 


group of films now before the cameras in Europe which will unveil a dramatically 
revamped format. 


Prices for groups of 26, 39 and 52 films can be had upon request. 


For more detailed information, contact: 


WILLIAM MORRIS AGENCY, inc. 


1740 Broadway 919 No. Michigan 202 No. Canon Drive 
New York City, N. Y. Chicago, Ill. 


Beverly Hills, Calif. 
JUdson 6-5100 Whitehall 3-1744 CRestview 1-6161 
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Feature Section 


Advertising 


Tips for the Production Man... 


Line Engravings from 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, IIl.) 

There are numerous instances where a 
line drawing would be preferred to a half- 
tone photoengraving of a photograph. This 
might be due to the type of paper to be 
printed upon, or for reasons of artistic 
change of pace. Heretofore the time in- 
volved or art cost has ruled out this proce- 
dure, with the result that most illustration 
is monotonously halftone in nature. 


CONVENTIONAL HALFTONE—Subject as repro- 
duced for illustration made by halftone 
photoengraving. 


Eastman Kodak Co. has developed a 
new technique for converting a continu- 
ous tone image into a line drawing. This 
is done by means of a new photographic 
technique described in a booklet which 
has been issued by Eastman Kodak Co., 
Rochester 4, N. Y. The title of the booklet 
is “Kodak Tone-Line Process,” and it is 
available without charge. 


= The method will produce an effect 
similar to that of a pen-and-ink draw- 
ing, without additional art work, although 
an artist with a few simple strokes may 


On the Merchandising Front... 


ry 


TONE-LINE PROCESS—Rendition similar to 
pen-and-ink drawing and made as a line 
etching, using Kodak’s new Tone-Line 
process. 


enhance or improve details lacking in 
the photo. As a substitute or as a base for 
further art work, the method is quicker 
than the usual production time for such 
drawings. 

The process involves combining a neg- 
ative with a positive of nearly equal con- 
trast, the positive being used as a mask. A 
positive and a negative transparency 
which exactly match each other in con- 
trast are taped together, back to back, in 
exact register. Except at the boundaries 
of images, the positive and the negative 
neutralize each other’s tone values. A 
little light leaks around the boundaries 
of images, and if a print is made from 
the combined transparencies on a high- 
contrast material, a line positive is pro- 
duced. 

A tone-line reproduction can be made 
from either an original negative or a 
photographic print. 

The booklet gives a step-by-step pro- 
duction detail of the process and repro- 
duces sample reproductions using various 
mask percentages, as well as tone-line 
work improved with added art work. 


Non-Food Volume of Food Supers 
Fogs Food Consumption Picture 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 
New York.) 

As still another example of the general 
unreliability of so many of our business 
indices, consider our statistics on food 
consumption based on total sales of food 
stores. 

There is little reason to question that 
more people are eating a wider variety of 
foods today than ever before. But to as- 
sume that the food outlet is currently 
moving more food, in total, than it did a 
year or two years ago, merely because 
current food store statistics show an in- 


crease, may be an entirely unwarranted 
assumption. 

Super Market Merchandising, in its ex- 
cellent periodic statistical surveys of the 
food super, reports that a mounting per- 
centage of our food supers obtain over 
25% of their total volume from non-food. 
The food super, in turn, is grabbing off— 
and deservedly so—the major slice of 
total volume done by the food outlet. 


= It follows that retail food-store statistics 
are becoming less and less reliable indica- 
tors of the movement of food into con- 
sumption. Indeed, whereas statistics sug- 
gest a 3% increase in total food store vol- 


Sincerity First, Says Woolf 


Tonic Ads Bewilder the C. M. 


ume for the first quarter of this year, it 
isn’t at all impossible that food volume 
may actually have shown a small decline 
for that period. In other words, the in- 
crease in total food-store volume may 
have come primarily from non-food, and 
particularly from the newer non-foods; I 
suspect that this is the case. 

And that brings me right back to one of 
my pet bones of contention: Is the food 
super robbing Peter to pay Paul? Is it 
tending to neglect food, while pampering 
the newest non-foods? And is this a profit- 
able diversion of finances, brains, energy? 

In 1939, the available statistics indicate 
that the food supers showed a net profit 
percentage of 1.8%. For 1953, the net prof- 
it percentage was in the neighborhood of 
1.1%. Because of my distrust of “average 
figures, and of our national business stat- 
istics in general, I do not cite these two 
statistical bits as mathematical absolutes. 
But nonetheless, they hardly suggest that 
any net profit magic has as yet been found 
in food-super inventory diversification by 
category—and this after at least years of 
non-food expansion. 


= Of course, proponents of inventory di- 
versification by classification will prompt- 
ly insist that the food super’s net profit 
percentage would have been even smaller, 
had it not been for the broader invento- 
ries. But that is something they can hard- 
ly prove. The only basis for judgment is 
the net profit record, and the record to 
date (which includes a long boom period) 
just doesn’t make out a very solid basis of 
proof of the intrinsic merits of inventory 
diversification by the food super. This 
seems verified by Super Market Institute 
figures for 1953, which suggest that last 
year food super store operating expenses 
rose faster than sales. Only 15% got lower 
expense ratios. 

In previous comments on the subject, I 
remarked that the operating heads of both 
the A&P and National Tea had come out 
pretty strongly against the general non- 
food trend of the food super. Now I see 
that the president of Loblaw’s, of Buffalo, 


Employe Communications... 


Tip of the Hat from Bedell 


Food Figures Hazy: Weiss 


has told stockholders, in his annual state- 
ment, that the Loblaw chain is calling a 
halt to expansion of its activities in the 
non-foods field. Said he: “We don’t con- 
template the opening of any new depart- 
ments. We’ve made up our minds to be the 
world’s best grocers. We are going to stick 
to the grocery business and not deviate 
into a lot of new departments.” 

As a matter of fact, I have been con- 
tending for some little while that many 
manufacturers, as well as retailers, have 
tended to rush toward diversification as a 
sure cure for all net profit ailments. Di- 
versification of production for a manufac- 
turer has much to recommend it, but here, 
too, it can be, and has been, overdone. 

In this connection, I note that General 
Mills has recently sold its home appliance 
business. There were several reasons for 
that decision, but I suspect that if the net 
profit picture of its home appliance de- 
partment had been highly satisfactory, 
General Mills might not have disposed of 
this part of its business. 

I think it is not at all unlikely that, if 
business continues highly competitive for 
some little while, there will be a multiply- 
ing number of instances of “un-diversifi- 
cation.” Boom times always lead to diver- 
sification; competitive periods usually 
bring at least some businesses back to that 
which they know best: their original line. 
It is not too difficult to launch a new line 
when markets are only mildly competi- 
tive; it is another matter, however, to 
squeeze a net profit out of a new classifi- 
cation when the major operators in that 
category begin to compete vigorously for 
volume. 

In any event, getting back to food and 
food-store statistics, it would appear to 
be high time to accept as indicators of 
food consumption only those food store 
figures that are confined strictly to food. 
And even here we must be careful, be- 
cause if the food figures come from the 
chains primarily, there is always the 
problem of determining what percentage 
of the increase comes from new store 
units. 


Get the Strike Facts to Employes 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A short time ago a nationally known 
concern was struck. The employes left 
the plant, the lights went dim, and that 
curious pall identified with a strike fell 
upon the place. The factory hands, sud- 
denly finding themselves with nothing to 
do, gathered in little groups at street 
corners to talk about the strike. Most of 
them wondered what the issues were all 
about. 

They didn’t wonder long. The interna- 
tional union recognizes that one of the 
first obligations of the good publicist is 


to move fast. Within eight hours the 
striking personnel of the union had been 
handbilled, and the handbills carried the 
highlight facts of the strike as the union 
leadership saw them. Within 24 hours the 
international union’s newspaper was in 
circulation with a special issue, carrying 
the full details, along with a shattering 
indictment of what was described as man- 
agement’s viciousness and lack of fore- 
sight. 


= The doubting Thomases among the 
labor ranks, who hadn’t been quite sure 
about the union’s position, now hailed 
it. In the absence of any statement from 
the company management, the rank-and- 
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je member had little choice but to ac- 
cept as fact what he had read and heard. 
The local newspapers had no trouble 
whatever in spading up a few juicy quotes 
from the chief of the union’s strike com- 
mittee, but the reporters simply couldn’t 
reach management spokesmen in person 
or by telephone. The word went out that 
management was “preparing a statement.” 

By the time the management strategists 
had sweated out something representing 
the company’s position, the union people 
had a two-day lead. Public opinion, ini- 
tially neutral in such matters, had begun 
to swing in the union’s favor. When the 
management statement appeared, it was 
a defensive statement; it was a statement 
replying to charges. The 48-hour delay 
had put management in a clearly defen- 
sive position. By that time employes and 
the public had largely taken as fact the 
rich, juicy assaults of the union leader- 
ship. 


= The stricken company engages a press 
relations man, who functions at a satis- 


Salesense in Advertising... 


factory five-figure salary. The question 
naturally arose: “Why wasn’t the p.r. ex- 
pert on the job?” The answer is: He was 
on the job. He was doing just as much, 
and doing it just as fast as he could. The 
stalling tactics took place in the front of- 
fice. The ivory tower generalissimo, who 
should have seen the labor disturbance 
shaping several weeks in advance, was 
so overcome by the strike declaration that 
he “couldn’t think straight.” Because he 
couldn’t think straight, the public rela- 
tions man couldn’t wrench a statement of 
any kind out of him. 

Was the union right in its statement of 
facts? Was the company’s response accu- 
rate? Nobody really knows, and under the 
circumstances it doesn’t particularly mat- 
ter. What matters is that another man- 
agement has put itself in an unfavorable 
light with its employes, the community, 
and presumably some of its shareholders 
and the general public. The union won 
the first round—which always has a lot to 
do with winning the last one—by being 
the first to land a punch. 


Sincerity Is the First Essential 
in Persuasive Advertising 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 

v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

In an old law book (“The Principles of 
Argumentation,’ Baker and Hunting- 
ton), in a chapter dealing with the art 
of persuasion, I find this observation: 
“One has only to examine the great 
speeches from Demos- 
thenes to Webster to 
see how earnestly the 
orators have in all 
parts of their work im- 
pressed their sincerity 
on their audiences: 
one has but to study 
the wrecked careers of 
orators to realize that 
sincerity is the chief 
essential in persuasion. James D. Woolf 
Without it all else, in the long run, goes 
for naught.” 

I believe completely that sincerity is 
likewise the chief essential in persuasive 
advertising. And I believe just as com- 
pletely that untold millions of intelligent 
Americans have no faith at all in the 
sincerity of some of today’s advertising 
“orators.” 

The reason for this damaging public 
attitude was spelled out for us once 
again by Charles L. Whittier at Boston’s 
recent Advertising Federation meeting. 
The five great “sins” of modern advertis- 
ing, he declared, are unsupported claims, 
meaningless phrases, gross exaggeration, 
superlative expressions and unbelievable 
statements. 


= Most advertising in responsible media 
is not guilty of villainous and glaringly 
* wicked dishonesty. A far more common 
sin, as I see it, is Mr. Whittier’s “un- 
believable statements.” Any statement 
that promises what appears to be an im- 
probable benefit is not likely to impress 
on its reader or listener the sincerity of 
the advertiser—even though the state- 
ment may be 99 44/100% true. 
Improbable is defined by Webster’s 
New International Dictionary, Second 


Edition, as follows: “Not probable; un- 
likely to be true or to occur; not to be 
readily believed; as, an improbable story; 
not to be expected in the usual course of 
events; as, an improbable event.” 

Promises—frequently highly drama- 
tized promises—of “improbable events” 
characterize possibly as much as one- 
third of the advertising we see and hear 
today. 

I am convinced that some advertisers 
do not appreciate the power of the prob- 
able in advertising copy. It is not enough 
for a given advertisement to be legally 
permissible. Belief is not primarily influ- 
enced by truth. To be received and be- 
come established, an idea must, first of 
all, be not necessarily true, but acceptable. 
Past experiences and prejudices may in- 
terfere with the reader’s acceptance of it, 
or it may be too new, or startling, or 
strange for him to assimilate. 

Belief is a personal matter, a fabric of 
personal experiences. Unlikely to be con- 
vincing and persuasive is any statement 
that is not consistent with ordinary hu- 
man experience. There are, for example, 
scores of excellent face powders on the 
market, and one seldom hears women 
complain of any serious difficulties in this 
direction. Hence I wonder if the following 
statement is consistent with the personal 
experiences of most women: “After 200 
years, the perfect powder...Every wom- 
an has sought such a powder, keenly, per- 
sistently, for powder is the final beauty 
touch, and makes or mars loveliness after 
all else is done to care for the skin. Now 
the ceaseless quest is ended.” I have be- 
fore me scores of such improbabilities, 
but two or three further examples will 
suffice: 

State of Florida color page: “Now 
EVERYONE Can Afford that Golden Flo- 
rida Glow!” My notion is that not one 
American family in 20, say, can afford a 
Florida vacation—even if they walked. 


= “LUCKIES TASTE BETTER. Cleaner, 
Fresher, Smoother.” Better than what? 
Better than last year’s Luckies, or better 
than Camels, say, or Pall Mall? But 
Camels assure us that “Camels agree with 
more people than any other cigaret.” And 
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Impression Selling 


In an era when so many ads (and advertisers) depend for their selling 
punch on comparative tests, research reports, preference polls and other 
scientific or at least statistical data, we have followed with a great deal of 
bemusement the peregrinations of Commander Whitehead, Schweppes-man 
extraordinary. We have read the Commander’s observations in print and lis- 
tened to them over the air—spoken in a British accent so pronounced you’d 
swear the Commander had a bucket over his head. 

Here is a product no more British than Yardley’s toiletries—British, if we 
may mint a phrase, in name only. (As we pointed out not so long ago, you can 
even buy Schweppes made with water that comes from a river near a well- 
known city in southeastern Pennsylvania.) Yet both these products go out of 
their way to surround themselves with a foreign aura—and do so very suc- 
cessfully. This is pure impression selling. 

We are further bemused by this recent ad for Canada Dry Quinac which 
states: “Canada Dry Quinac is the all-American quinine water—developed by 
Americans for American tastes. It has been tested, proved and approved by 
millions of smart Americans everywhere. They love it.” 

Seems only yesterday an ad appeared in the New York papers announcing 
that down from Canada came tales of a wonderful beverage. 


Pall Mall, we are told, “gives you a 
smoothness, mildness, and satisfaction no 
other cigaret—long or short—can offer 
you.” Viceroy promises “to double your 
smoking pleasure.” It is hard for me to 
believe that the American people believe 
in the sincerity of the tobacco companies. 

Nescafe’s promise of “better flavor than 
ground coffee.” Coty’s promise of “much 
more glamor from ‘Air Spun’ than any 
other face powder!” White Rain’s promise 
of “Hair that’s bright to see, soft to touch, 
as fresh as a playful spring breeze... for 
White Rain sprinkles your hair with 
dancing sunlight.” 

Whether such promises are true or 
false is not the issue here. I suggest only 
that they are “improbable events,” hence 
hurtful to the consumer’s confidence in 
the sincerity of all advertising. 


= Messrs. Lucas & Britt, in “Advertising 
Psychology and Research,” sum it up this 
way: “Conviction requires more than that 
the prospect be aware of the manu- 
facturer’s claims. The claims must also be 


believed. Belief must be gained despite 
any popular doubt as to the credibility of 
advertising in general. Every 2dvertise- 
ment faces this initial handicap in addi- 
tion to other obstacles to belief. True 
facts presented in a rational manner do 
not assure belief on the part of the audi- 
ence... It is easy to believe thizgs which 
conform with previous experience. It is 
extremely hard to believe something 
which conflicts with past experience.” 


a What Messrs. Lucas & Britt are saying, 
if I understand them correctly, is that 
your advertising goes to bat with two 
strikes already called—called by an um- 
pire (the public) who doubts the credi- 
bility of advertising in general. If this is 
the true state of affairs, and I believe it 
is, you are not going far enough by mere- 
ly seeing to it that your copy is legally 
permissible. Scrutinize your copy religi- 
ously for statements that are not likely to 
be readily believed. Only in this way can 
you impress your sincerity on your audi- 
ence. 
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More people spend their evenings watching TV than 
doing anything else, including going on hayrides. 
The evenings coming up, however, are going to 
be a problem. 


For while TV is a big boy now, it still needs a GUIDE. 
In fact, it needs a GUIDE more than ever. 


TV is like a telephone. In the old days you could call 
Central (remember her?) and say, ‘“‘Susie, be a good 
girl and get me Jane up at the Oxtail Crossroads.”’ 
But today you need a directory. There are just too 
many people, too many changed numbers, too many 
Janes at Oxtail Crossroads (which is now occupied by 
four huge apartment buildings. With antennas). 


TV GUIDE is to television what the directory is to 
the telephone. But with pictures—and larger type— 
and color—and a new, accurate edition every week. 


Time was, for instance, when 8 p.m. Tuesday meant 
Berle, just as 7 p.m. back in the really old days meant 
Amos ’n’ Andy and everybody stop. 


But times have changed. 


Tuesday at 8 p.m. this season means Berle most of the 
time, Raye part of the time, Hope some of the time— 
and confusion all of the time. Aided and abetted 
by Red Skelton. : 


Consider these facts: 


Or dig this, if you will. One network will do a 
90-minute spectacular every fourth Saturday and 
every fourth Sunday, although actually it will be 
doing a special every other week because the first 
fourth Saturday will come the second week after the 
first fourth Sunday. Or is it the other way around? 


Except that every other Sunday it will be Jack Benny, 
if you can remember that on the Sundays in between 
it will be Ann Sothern. But which is which Sunday? 


Every other Saturday, of course, it will be Jimmy 
Durante, and every other Saturday, Donald O’Connor. 


If you can use a slide rule intelligently, somewhere in 
there you will find Imogene Coca, My Favorite Hus- 
band, Mister Peepers, Ed Sullivan, The Comedy Hour, 
Jackie Gleason, Mickey Rooney and Herb Shriner. 


Not to mention countless local shows and their little 
way of coming and going with the regular irregularity 
of the Times Square shuttle. 


Statistics prove that it takes the average viewer 
13 weeks to learn how to use a slide rule—which is 
a good statistic except it doesn’t take into considera- 
tion the rather devastating effect of a trade practice 
known as option dropping. 


People who can’t use a slide rule—and that includes 
most people—use TV GUIDE. 


ote 
T V Guide is read and consulted by more than 2,000,000 television families each week. 


TV Cuide 


is the only national magazine which is used and read and thumbed 
through seven days a week, several times a day. 


TV Guile is the only national magazine which tells the reader who is on what 
channel, at what time, with which supporting players doing whose story 


along what lines. 


7 VY Guide is the only national magazine in which your ad leads the reader directly 
to your show at the precise time he is most willing and ready to be led. 


It’s nice to have a GUIDE around the house. 
It’s even nicer— and more profitable —to be in it. 


TV GUIDE’s Fall Preview Issue, to be dated September 25, will go 
far in bringing order out of the confusion in viewers’ minds. Let a 
TV GUIDE representative explain how a schedule of program 
promotion advertisements commencing in the Fall Preview Issue can 


give your program investment the support it deserves. 


Fall Preview Issue Closing Dates Space Copy 
National Section 
Four-color August 6 August 13 
Two-color, Black & White August 20 August 27 
Regional Program Sections 
Black & White September 3 September 10 


That way, everybody gets to have a nice evening. 


Advertising Offices: 


NEW YORK 
488 Madison Ave., PLaza 9-7770 


CHICAGO 
6 N. Michigan Ave., WAbash 2-0366 


PHILADELPHIA 
302 N. 13th St., LOmbard 3-5588 


LOS ANGELES 
1540 N. Vermont Ave., NOrmandy 2-3101 
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The Eye and Ear Department... 


A group of important tv stations have 
banded together and have offered a na- 
tional advertiser a half-hour franchise be- 
tween 7 and 10 p.m., local time. At the 
moment they are concentrating on selling 
a single program—the Hal Roach-pro- 
duced “Parole Chief,” with Pat O’Brien. 
Distributor of the series is Vitapix Corp., 
a two-year-old company owned by a 
group of major telecasters. 

The prime consideration is the proba- 
bility that this move may presage the be- 
ginning of a network that is hand picked 
on the local level and can compete with 
the national networks whose abuse of 
power is being questioned. The conclusion, 
at this stage, is that, while interesting, the 
move does not offer real competition to 
the major networks. 


ws Several questions arise concerning the 
feasibility of such a plan: 

1. Is this local-level, custom-built net- 
work advantageous to the station finan- 
cially? We hear a great deal about a sta- 
tion’s getting 70 to 85% of its card rate 
on the local level as opposed to 30 to 40% 
(depending on the arrangement) from the 
network. This is presented as a sure-fire 
way of getting prime time. But is it true 
bookkeeping? The network sale is made 
with relatively no sales expense. The 
order is taken and relayed by teletype. 
All the station manager or owner has to 
do is to take the program off the line and 
transmit it with minimum operating ex- 
penses. Already the group of stations par- 
ticipating in the hand-made network 
project have had extensive traveling and 
sales expenses in addition to legal ex- 
penses. The final reckoning could well 
bring the 85% gross down to the network 
level. 

2. Will it be advantageous in the fu- 
ture? As competition among stations in- 
creases and as an affiliation contract in 
a tight market becomes a desirable thing, 
the local prime time buy will become a 
matter of history. Iron-clad network con- 
tracts paralleling radio are inevitable with 
ultimate u.h.f. conversion and the issuance 
of the remaining v.h.f. licenses. 

3. Will it be advantageous to advertis- 
ers? The have-nots can assemble a hetero- 
geneous network with this system, but the 
scientific rating tools available on a na- 
tional basis are difficult to apply to as- 
sorted local ratings in an unmatched na- 
tional pattern. Certainly this is the last 
feeble effort to form a local film network, 
since the establishment of the third and 


G.D. Crain Jr. Says... 


Local-Level TV Network Idea 
Bears Careful Scrutiny 


fourth networks (when an equality in 
stations in every market is reached) will 
further work to eliminate this expedient 
form of time-getting. 


a 4. Will it be advantageous to the view- 
ers? Not at all. The regularly scheduled 
programs on the networks are getting in- 
creasingly better due to pressure of com- 
petition. The significant feature of the 
local film network is its choice of program 
to start the venture. The program is called 
“Parole Chief,” stars Pat O’Brien, and is 
produced by the Hal Roach Studios. No 
matter how you look at it, this is a B 
movie. This is not necessarily a bad idea, 
mind you, but it indicates that the con- 
sumer is getting no better quality—and 
maybe poorer—than the show which must 
be kicked out to make room for this plan. 

5. Will it be advantageous from a cost 
point of view? Not at all. The advertiser 
must pay for a film which he can amortize 
on a limited number of stations only, and 
he must plod along his own way in filling 
out this unconventional network to make 
it truly national unless his distribution is 
weirdly irregular and can fit the proposed 
pattern. 


a The key to the problem is fairly simple. 
When an investor goes out to buy a sta- 
tion, the first thing he wants to know is 
what its network affiliation is. He knows, 
if it is NBC or CBS, that he can make a 
substantial profit with minimum oper- 
ating cost and that the price he pays for 
this affiliation is small compared to the 
cost of trying to sell equivalent time on 
his own. He also knows that the networks 
will supply him with superior program- 
ming which will give his station domi- 
nance in his area and enable him to sell 
locally at a high cost because the circula- 
tion is supported by adjacent programs 
when he gets to station option time. He 
knows that he will get sustaining pro- 
grams good enough to justify his public- 
interest promises to the FCC and they will 
cost him nothing. 

There is no reason to assume that tele- 
vision, once the stations in each market 
have settled down to relatively competi- 
tive conditions, will be any different from 
radio. Meanwhile, if an advertiser wants 
to take advantage of the offer to get 
prime time at the expense of some net- 
work shows, there is no reason why he 
shouldn’t do it. But he should be realistic 
and realize that he has no franchise in 
the future and that the buy, at best, can 
only be an expediency. 


GM Adds Dealer Estate Clause 


When General Motors announced re- 
cently that it was adding a clause to its 
dealer contracts which automatically ex- 
tends the franchise to the estate of a deal- 
er following his death, it put into formal 
terms a policy which it and other leaders 
of the industry have followed in large 
measure for many years. 

Nevertheless, the enthusiasm with 
which the announcement has been re- 
ceived by dealers has indicated the im- 
portance which they have attached to the 
element of continuity in a business which 
in most cases represents a lifetime of de- 
velopment and investment of capital. 


General Motors executives, including es- 
pecially those in charge of dealer con- 
tacts for the various car divisions, have 
commented on the highly favorable re- 
action which they have already experi- 
enced. 

General Motors, Ford and other leaders 
in the automotive industry have culti- 
vated the idea of continuity in dealer- 
ships through the establishment of man- 
agement schools for sons and sons-in-law 
of their dealers. These schools, lasting for 
six to nine weeks, have given the younger 
generation detailed instruction in all 
phases of dealer management, and the 


lads who have attended them have re- 
turned home not only better qualified to 
operate retail automobile businesses, but 
also thoroughly sold on the companies 
whose products they sell and service. 


# While dealer turnover has probably 
been less in the automobile business than 
in most other retail operations, and many 
franchises have been held by successive 
generations of automobile families, the 
decision of General Motors formally to 
establish a line of succession has proved 
to be a great piece of trade relations. Deal- 
ers have been fretting of late over many 
of the problems which have arisen as the 
result of the return of a highly competi- 
tive era for the automobile business. Gen- 
eral Motors, by its action in formalizing 
its dealer policy as te continuity of own- 
ership, has turned the spotlight in a dif- 
ferent direction, and the results have been 
even more favorable than the corporation 
might have expected. 

It is probable that Ford and other auto- 
motive giants will follow General Motors’ 
lead in providing for the take-over of 
dealer franchises following the death or 
retirement of a principal. The subject has 
been discussed at Ford dealer council 
meetings, and company policy favorable 
to the idea has been made clear. Since the 
problem has been to put the idea into 
terms satisfactory to all concerned, the 
action of General Motors in breaking the 
ice establishes a precedent which leading 
dealers of other companies believe will be 
quickly followed. 

Ownership of franchises for the leading 
makes of cars are valuable properties, and’ 
since, as one Chevrolet sales executive 
pointed out, the pioneers in the business 
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are now getting old and passing out of the 
picture, they have been concerned about 
their ability to turn over businesses to 
which they have given their lives to their 
sons and other successors. Now they feel 
that the work which they have done to 
build strong and stable businesses will 
not have been lost through the possibility 
that their families will not be able to 
continue them. 


s General Motors’ dealer contracts are, 
of course, qualified by provisions that en- 
able it to determine whether the succes- 
sor, a son or son-in-law, is ready, willing 
and able to carry on the business. But 
the automatic extension of the franchise 
to the estate following the death of a 
dealer makes it much easier for the family 
to deal with tax matters and work out a 
permanent arrangement following the 
demise of the principal. 

General Motors executives feel that in 
addition to strengthening their dealer re- 
lations, the new policy of continuity in 
the operation of retail franchises is also 
good public relations. One important 
Chevrolet executive, for instance, said 
that the public appreciates stable and con- 
tinuous dealer establishments, and recog- 
nizes that no dealer capable of rendering 
the right kind of service is likely to be 
“kicked around” in the exercise of his 
franchise or the successicn to it of mem- 
bers of his family. 

This new GM policy, therefore, seems 
to be one of those things which existed 
in a kind of unwritten law heretofore, 
but which has taken on new significance 
and importance because it has finally 
been spelled out in terms which all can 
understand. 


training.) 


Here is an ad I would bet my last 
dollar did a job for Timken oil heat. 
Instead of offering a free set of den- 
tures, or a tremendous savings in the 
form of a 7% discount, or a weekend in 
Bermuda, to get people interested, this 
outfit starts to sell an oil burner on its 
merits. 

And they do a job. 

Forthright. The great headline in- 
gredients are here. Principles of per- 
suasion from first to last. Desire is 
whetted. Proper pains are taken to 
carry conviction. There is a respectable 
invitation or urge to action. 

This ad takes no easy way out. It 
isn’t the product of gravy-train hook- 
worm. I have no idea who did it, what 
individuals, ad manager, or what agency. 
But my hat is off to some Canadians who 
are professional sellers-in-print. At 
least, I tore this from a Toronto news- 
paper. 

A bright plastic plaque to Timken 
Silent Automatic of Canada. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


Simple“Match Test’ shows how you 
can cut fuel oil bills up to 25%! 


Savings over ordinary oil burners 
Guaronteed in Writing by 
your TIMKEN Silent Automatic Dealer! 


Prove it for yourself! 


id's Finest Oi! Burner! 
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Philadelphia. famed for Robin Hood 
Dell, the Rose Tree Hunt, the Junto, is 
adding to its reputation with giant 


strides in building, business and industry. 


New homes, for instance— 149,000 of 
them since January 1, 1950. Widely varied 
hard and soft goods from scores of new 
factories. Spiraling port activity. All but- 
tressed by heavier-than-ever capital out- 
lays. Throughout the vast 14-county 
Greater Philadelphia Market, Philadel- 
phians are turning their money, their 
hands and their eyes to the future. 


Life in Philadelphia revolves around 
home, family and friends. Philadelphians 


are thrifty, careful; they buy on merit. 
And once sold, they stay sold. 


The Evening and Sunday Bulletin serves 
this growing market, reflecting the char- 
acter, needs and interests of the busy. 


prosperous people of the entire region. 


The Bulletin is Philadelphia’s favorite 
newspaper— Philadelphians buy it, read 


it, trust it and respond to its advertising. 
The Bulletin is Philadelphia. 


¢ “Tas 1s GREATER PHILADELPHIA,” a 64-page 
brochure about the Greater Philadelphia Market— 
its people and its industrial growth—is now avail- 
able. Please use your business letterhead in requesting 
vour free copy. 


In Philadelphia 
nearly everybody 
reads The Bulletin 


ADVERTISING OFFICES: Philadelphia, Filbert and Juniper Sts. ; 
New York, 285 Madison Ave.; Chicago, 520 North Michigan Ave. 


REPRESENTATIVES: Sawyer Ferguson Walker Company in 
Detroit * Atlanta Los Angeles * San Francisco 
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Agency Names Bernheim V. 


Daniel M. Bernheim, an ac- 
count executive with Reach, Yates 
& Mattoon, New York, has been 
named a v.p. of the agency. 


Along the Media Pat) 


You can use this 


recorder 


anywhere ! 


N | 


Minifon works unseen — in your pocket! 
Clearly records your words — or those of 
others — for up to 214 hours at a time. 


Takes dictation, notes, on-the-spot inter- 
views, speeches, meeting memoranda. 
Eliminates written -reports for busy ex- 


ecutives! Recordings are fully control- 
lable, easy to edit or erase, re-usable—and 
may be mailed as letters. Minifon works 
on battery or AC, plays back through its 
own headphones or any radio speaker, 
has playback control for typist. Write 
for information. 


minifon 


world’s only POCKET SIZE recorder 


GEISS-AMERICA - DEPT. H 
CHICAGO 45, ILLINOIS 


McGraw-Hill Publishing Co. 
made a 15-minute sound slide film, 
showing the development of busi- 
ness publications, reviewing the 
growth and development of Mc- 
Graw-Hill, and emphasizing the 
‘importance of business publications 
in the business and industrial life 
lof America. The company is now 
making the film available to groups 
wanting to show it. Inquiries 
should be addressed to Angelo 
Venezian, assistant to the director 
of advertising, McGraw-Hill Pub- 
‘lishing Co., 330 W. 42nd St., New 
‘York. 


e Holiday, apparently in a poker 
playing mood, decided on a pro- 
motion to prove to advertisers and 
agencies that “When you advertise 
in Holiday you draw a full house.” 
So they made up giant-size “play- 
ing cards” with three aces and two 
kings with a message on each card. 


e The Pittsburgh Sun-Telegraph 
began operation on July 12 of its 
new Goss Headliner presses in its 
new annex. The presses, capable of 
turning out 150,000 32-page news- 
papers every hour, can print vir- 
tually all color combinations. 


a hill overlooking Peachtree St. 


e Construction on a new $1,500,000 
home for WSB, am, fm and tv 
operation in Atlanta, has begun on 


e Also under way and due to be 
completed this September is a new 


television station for Florence, 
S. C., WBTW, to be operated by 
Jefferson Standad Broadcasting 
Co. 


e In Albany, WT -I-TV has gotten 
the “go ahead” fom the FCC to 
start work on its 1ew $150,000 per- 
manent studios. Tie station, which 
bowed Feb. 28, hes been operating 
from temporary studios at its 
transmitter site  utside of Troy, 
iN. Y. 


e Annual “Top Promotions of the 
Year” awards for manufacturers 
in the food and grocery field whose 
promotions are voted “outstanding 
in sales results’ by food retailers 
and wholesalers have been initiated 
by Food Field Reporter and Food 
Topics. 

The first year’s awards will be 
made for the selling period be- 
tween June, 1953, and July, 1954. 
Categories are new product intro- 
ductions, local advertising drives, 
factory-pack deals, couponing, pre- 
miums, national advertising and 
point of sale material. Winners will 
be announced in the Nov. 1 Food 
Field Reporter and the Nov. 8 Food 
Topics. 


e Look is inviting all department 
stores and men’s wear and women’s 
wear specialty shops to participate 
in its fall back-to-school fashion 
promotion and to compete for the 
three new Look awards of merit 
for distinguished merchandising. A 


HELLYES / 


/ 


Yj 


We ain’t got no fifth amendment listeners in Central 
Ohio. They listen to WBNS and they’ll tell any pollster 
who calls up and asks °em. When PULSE interrogates this 
area’s listeners they get answers which add up: WBNS has 
more listeners than all other local stations combined; 
WBNS has the TOP 20 PULSE-rated programs heard in 


Central Ohio. 


CBS for CENTRAL OHIO 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


four-page fashion feature entitled 
“Back-to-School” will appear in 
the Aug. 24 issue of the magazine. 


e Ground has been broken for a 
new $3,000,000 building for the 
Courier-Post, Camden, N. J. 


e Modern Romances lends spice to 
young married women’s wooing, 
the magazine insists. Its latest 
mailing piece not only carries the 
message, but has three packets of 
spices—ginger, chili powder and 
thyme. 


e Another in a long and interest- 
ing series of documentary booklets 
on Business Week’s editorial oper- 
ation shows how staffers worked 
up a roundup story on the automo- 
bile industry. Called “Attention: 
Business Week, New York,” copies 
are available from Herman C. 
Sturm, business and advertising 
manager, Business Week, 330 W. 
42nd St., New York 36. 


e suspenseful! folder called 
“Counter Spy,” which follows a 
“whodunit” line, is being used by 
Mademoiselle as a mailing piece 
to inform mail order houses that it 
has switched its order-by-mail de- 


Shortcuts” to “Counter Spy.” 


e Department of New Laurels: 


paper. 


Basford Adds 1; Names A. E. 


construction at right. It will 


COLOR TV—This artist’s sketch shows NBC’s color tv studio now being 
erected in Burbank, Cal. The existing studios are at left, the new 


be 90x140’ in area, 50’ high. 


partment’s title from “Shopping 


First half year circulation of 
Coronet is the highest in its his- 
tory, average circulation being in 
excess of 2,823,000 per issue, ac- 
cording to the publisher’s estimate. 

A 32-page tabloid advertising 
section in the Cleveland Press on 
July 19 featuring appliances dis- 
tributed by Main Line Cleveland 
Inc. is the largest advertising sec- 
tion that has appeared in the news- 


WNBC, New York, scored an all- 
time peak volume of business for 
the first six months of 1954, sur- 
passing by 6% all previous years 
in the NBC-owned station’s history. 


Good Roads Machinery Corp., 
Minerva, O., has named the Cleve- 
land office of G. M. Basford Co. to 
handle its advertising. Cornelius . 
Van Duyn, formerly with Meldrum 
& Fewsmith, Cleveland, has joined 
Basford’s Cleveland office as an 


AIGA Selects Typography, 
Ads for Chicago Showing 

An exhibit billed as the best in 
advertising design and typography 
will be shown during August in 
the Chicago Public Library. The 
138 pieces of print and 50 “adver- 
tisements of the year” were selec- 
ted by the American Institute of 
Graphic Arts on the basis of ex- 
cellence and originality of design, 
typography and reproduction. 

The Chicago showing is spon- 
sored by the Society of Typograph- 
ic Arts and Collins, Miller & Hut- 
chings, Chicago engraver. 


Dozier-Eastman Adds Layne 
Pump, Drops Johnston 
Dozier-Eastman & Co., Los An- 
geles, has been appointed to han- 
dle advertising and sales promo- 
tion for Layne & Bowler Pump 
Co., Los Angeles. Plans for an ex- 
panded program include farm and 
trade publications, direct mail, 
dealer cooperative advertising, 
motion pictures, catalogs and trade 
literature. 

The agency has resigned the ac- 
count of Johnston Pump Co., but 


will continue to service it until a 
new agency is appointed. 


Max Tendrich Named V. P. 
Max Tendrich, director of media, 
radio and television of Weiss & 
Geller’s New York office, has been 
named a v.p. of the agency. 


No Roto Magazine 


No, down in Orlando, Fla. you can't 
buy rotogravure magazines. 


But you can sure buy a local standard- 
sized Sunday Magazine, of all home print 
and full of local stories and pictures. 


We can’t give you a New York Times 
roto section, but when it comes to print- 
ing stuff about cattle and oranges and 
vegetables and what the men and women 
and children of Central Florida are doing, 
boy, we produce. 


Orlando Sentinel-Star 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


then sit 


faces, all sizes! 


CREATIVE COMPOSITION 


account executive. 


Try 


FREE! Production Men, 
send for new copy-fitting aids: 
TYPE RULER, measures every 
size 5-15 point; and TYPE 
GUIDE, shows characters per 
line for all line widths in all 


like tees 
go with 
golf balls... 


Electros and Typography 
are ‘teamed up” at 


BERTSCH COOPER 


RUSH? Hush!—phone B&C, 
order both at once, 


back ’n’ relax! 
it! 


TYPOGRapPHy 
THAT SELLS 


MERCHANDISE 


BERTSCH & COOPER, 547 S. Clark St., Chicago & 


AND LAYOUT MONOTYPE LINOTYPE 


FOUNDRY TYPE - EXPERT HAND SETTING + ELECTROS + TRU-TONE & 
PLASTIC PLATES « NEWSPAPER MAT SERVICE . TRU-TONE® ETCH 
PROOFS + TRANSPARENCIES FOR OFFSET AND GRAVURE 
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WILLIAM W. WEXLER has been ap- 
pointed advertising and sales pro- 
motion manager of the equipment 
sales division of Raytheon Mfg. Co., 
Waltham, Mass. He formerly han- 
dled the marketing research pro- 
grams of Murray Mfg. Corp., 
Brooklyn. 


Zonolite Launches 
Biggest Fall Drive 
for Wall Insulation 


CuHIcaAGo, July 27—Zonolite Co. 
will spend $150,000 on its fall cam- 
paign this year, 20% more than its 
previous record budget last fall. 
The vermiculite processor will put 
its efforts behind a special promo- 


|Meyers Leaves Esquire Co. 
Edward M. Meyers has resigned 
'as director of advertising and sales 
|promotion for Esquire Sportswear 
|'Co., New York, effective Sept. 1, to 
f}open his own sales promotion, 
/merchandising and public relations 
‘|office. Through his new company 
he will continue to direct the ad- 
vertising and promotion activities 
of Esquire Sportswear Co., with \ndust 
which he was associated since 1951. 1955 We 


U. S. Gypsum Boosts Nixon 

United States Gypsum Co., Chi- 
cago, has appointed E. H. Nixon 
commodity advertising manager. 
Mr. Nixon, formerly a salesman for 
Gypsum products in the northern 
states district, will direct adver- 
tising for Gypsum wallboard prod- 
ucts and siding products. 


Botstord, Constantine Moves 
Botsford, Constantine & Gardner, 

Portland, Ore., agency, has moved) 

its New York office to 261 Madison q 


ystrial Marketing 
rket Bate 
Womber 


& Director 


tion to persuade homeowners to| 
use vermiculite for wall insulation | 
Theme of the campaign, “Bucks | 
in the Bank,” will be the money 
saved in using the material and in 
reduced fuel consumption costs. 


a Ads will run in American Home 
The American Weekly, Better 
Homes & Gardens, Country Gentle- 
man, Farm Journal, Farm Quar- 
terly, Home Modernizing, House- 
hold, Life, Parade, Pathfinder— | 
The Town Journal, Popular Me-| 
chanics, Popular Science Monthly, | 
Poultry Tribune, The Saturday 
Evening Post, Small Homes Guide, | 
Successful Farming, and_ This’ 
Week Magazine, plus additional | 
newspaper sections. 

Zonolite is providing dealers | 
with window, counter and store | 
displays, newspaper mats and di-| 
rect mail literature. | 

The campaign will run from 
September through January. | 

Ruthrauff & Ryan is handling 
the advertising. 


Disney Appoints Jefferds | 

Vincent H. Jefferds has been) 
named manager of the Disney 
Character Merchandising division | 
with offices in New York. He will | 
handle the licensing of all Disney | 
characters and will serve as liaison | 
between Walt Disney Productions | 
and sponsors of the new Disney- 
land telecast on ABC. Mr. Jefferds | 
will continue to direct national tie- 
in advertising promotions for Dis- 
ney movies. 


| 
| 


International Milling Expands 


International Milling Co., Min- 
neapolis, has purchased the Cleve- 
land mill of the Montana Flour 
Mills Co., Great Falls. Sale of the 
Cleveland mill, one of five owned 
by Montana Flour Mills, involves 
only the physical property ‘in 
Cleveland. 


Zimmerman Named A.M. 

Chicago Bridge & Iron Co., 
Greenville, Pa., has appointed E. 
N. Zimmerman advertising man- 
ager. Mr. Zimmerman has been 
assistant advertising manager since 
1945. He succeeds Milo E. Smith, 
who has been on leave because of 
health reasons. 


Eversharp Promotes Dowling 
Edward G. Dowling, formerly 
national sales manager of the ad- 
vertising specialty division of Ev-: 
ersharp Inc., New York, has been 
promoted to general sales manager 


of the shaving instrument division. 


“with circulation 
leadership 


OREGONIAN 8,508 City Carrier Delivery Leadership 
4,354 Total City Zone Leadership 
‘Yad @ Sf 4,715 Retail Trading Zone Leadership 
DAILY PAPER 40,726 Total Daily Circulation Leadership 


h e Ore ar ni an PORTLAND 1, OREGON 


229,132 Daily 
Largest Circulation in the Pacific Northwest 
eee cell NATIONALLY BY 292,332 Sunday 


MOLONEY, REGAN & SCHMITT, INC 
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U.S. Watchmakers wa N. C. Rorabaugh Co. Spot TV Leaders 
. 3 No. of No. of No. of No. of No. of 

Impor t Tax Raised Advertiser Schedules Stations* Advertiser Schedules Markets* Advertiser Markets 

tle over watch tariffs ended in a rown .. ..... Hhamson ........ 

for protectionists totey Colgate-Palmolive ............ 15 240 1 90 Lehn & Fink 60 
President Eisenhower gave his ap-| |General Mills 14 184 | Lever Bros 9 g2 | Lever Bros. (Chlorodent) .. 59 
proval to Tariff Commission re- General Time Instrument 

National Biscuit Co. ........ 3 179 Standard Brands ............ 5 79 
commendations boosting import| U. S. Rubber C 4 172 Feed 7 7 57 
duties by about 50%. 0000 6 Lever (Shadow Wave) .... 55 
General Foods ................ 15 170 Colgate-Palmolive .......... 13 76 i 
dh ti | Colgate-Palmolive ............ 50 

The President one wee 1 167 American Chicle .............. 4 75 Trico Products 49 
because of Swiss | Sterling Drug 6 160 | Miles Laboratories .......... 2 74 | Procter & Gamble 
ments were causing serious Injury | [Lehn & Fink: 4 157 | National Biscuit .............. 1 64 48 
to. domestic A | General Motors 7 1 61 | Greyhound 46 
skills utilized in a healthy watch- ... 3 150 Williamson Candy ............ 1 | Nestle 46 
making industry are essential for ....... 4 144 | Kellogg 1 5g | American Chicle ..........0 45 
GEORGE KANE WALL has been named | Carter Products 4 

had ©! Pouch Tobacco Co., Wheeling, W.| Ford 4 9 55 44 

ite h price Va. Formerly southeastern zone General Electric .............. 6 102 6 54 National Carbon ............ 43 

period in a fight over tar! manager representing eight south- 8 102. R. J. Reynolds Tobacco .. 4 40 
tions. In the summer of 1952, for- tat th vamieee dane | WII cinacatctsadaeassecees 5 98 | Frawley Corp. 1 54 | Mystik Adhesive .............. 39 
mer President Harry Truman Far the company Coca-Cola & Bottlers ...... 1 97 | Rival Packing 1 52 | Rival Packing ................. 39 
fused to go along on a higher watch | 1947, he succeeds Robert L. Young.|, + 2 37 
tariff. He said he would be erect- ee 9 90 | Lehn & Fink 3 50 Wilson & Co. ............ 36 
ing barriers against our own ex-| Miles Laboratories .... 35 

since Switzerland | ™Mittee of the Senate military af- Miller Brewing 89 | Carter Products .............. 5 35 
P : | fai mmittee, which studied the Ratner Mfg. ..... 89 5 49 Polaroid C 24 
buys considerably more from the | co olaroid Corp. 3 

é S h b f defense responsibilities of watch In 1952 the Rorabaugh report tabulated markets for each product separately and | Procter & Gamble 

United tates than we buy oe | manufacturers. President Eisen- did not show a number of schedules total for each advertiser. (Shasta) ........c.scce0e0 a 
Hearst financial writer Hal) ; 
Thompson, this is not true. He @lso had a report from an interde-|of Swiss watch parts were quick|Mr. Lazrus continued, “I am sure |opinion front” and consequently, 
reported Swiss sales to the U. §.|Partmental committee on the/to react to the increase of tariff|that this decision to raise watch| what it would mean to the Swiss 


in 1953 of $198,700,000, and pur- 
chases from the U. S. of $145,700,- 
000.] 


jeweled watch industry, which duties which they have opposed | tariffs will prove to be one of the| watchmakers’ advertising, mer- 
'been appointed by the Office of | so strenuously in the past few most unpopular acts of the pres- chandising and public relations 
Defense Mobilization. : months. ‘ent administration.” | program. 

The tariff schedule applies to all' § Ralph Lazrus, president of The administration labored long. 
imported movements of 17 jewels the American Watch Assn., which before it finally decided to im- C, L. Miller Co. Appoints Two 
or less, and actually involves only represents the importers, and | pose the tariff which hikes the) John Roth, formerly with Ken- 
about 9¢ to $1.15 per movement. (treasurer of Benrus Watch Co.,|duty as much as 50% on watches ‘yon & Eckhardt, has joined C. L. 


a Big-name watch firms have 
been on both sides of the issue. 
The pro-tariff faction included 


Elgin, Hamilton and Waltham, the The decision nevertheless sharply condemned the measure as | of 17 jewels or less. The purchaser | Miller Co., New York, as an ac- 

domestic producers. They were op- | Prompted the Swiss legation to is- «g clear triumph for protection- | of one of these watches will now |count executive. Herbert B. Shor, 

posed by the American Watch | SUC a statement that the action jsm jn the administration in the |have to pay as much as $7 more|formerly with Town Advertising 

Assn., which includes Benrus, | worst Smoot-Hawley tradition.” |for the same timepiece. Already, Agency, Philadelphia, has joined 
Wit. Pp “America’s protectioni ave |at least two watch manufacturers | 

Bulova, Gruen, Longines-Witt the agreement of 1936, “based on c protectionists have oO a 'the Miller staff 


nauer and 50 other companies, all 


misused the ‘defense industry plea’ | are unofficially notifying their out- | 
importers of Swiss movements. 


as a weapon to force the President |lets of impending price increases NBC Appoints Lissance 
to repudiate a leading objective on low-end lines of as much as | Daniel M. Lissance, formerly as- 


of his foreign policy, the promo- $4. |sistant director of research for 
|tion of trade with friendly na- An executive for the Watch-| Emil Mogul Co., has been named 

counsel. In addition to the Tariff | 7 : 

Commission, the debate over watch HIKE AS ‘PROTECTIONISM | 


tions,” he said. makers of Switzerland account| manager of sales development and 
duties was aired before a subcom-| NEw York, July 29—Importers | s “Before another year elapses,” | 


mutual faith in liberal trade,” had 
provided conditions for a flourish- 
wa raged Vall" exchange of goods for 20 years 


ized professional public relations | naDORTERS HIT TARIFF 


said it was “too early to comment | research for NBC spot sales, New 
on what this means on the public York. 


(ADVERTISEMENT) (ADVERTISEMENT) 


Last Minute Spot Broadcast Availabilities 


* As of 5 p.m. EST Thursday, July 29. All availabilities subject to prior sale. « 


.| morning segment and to the teen-agers during, 
Rates for this feature: 12 lines (47 letters and spaces per line), including head- | ;orning segment and to the teen-agers during 
selling sales messages have been ty both in | 
i Oklahoma and on the West Coast. Call us or con- 
ing, $25.00. Minimum charge, $25.00. Each additional line, $2.00. No agency | 


commission allowed on this feature. Write, wire or phone order to Wm. Hanus, 


TELEVISION 
AVAILABILITIES 


PHILADELPHIA - WCAU NEW YORK - WOR-TV 
| Colonel Venture, 5:30-6:00 PM, Monday through 


Housewives’ Protective League (the program that | Friday. An exciting continued story of the world 
sponsors your product); John Trent, director; | we live in, featuring live guests and films of 
Orders with copy accepted as late as 5 p.m. Thursday for Monday publication. | °:30-7:00 AM, Monday - Saturday; 10:30-10:55 | peal-life adventure with Sandy Howard in the 


PM, Monday - Friday; 4:30-4:55 PM, Monday - of 


Advertising Age, 200 E. Illinois, Chicago (11), Ill. (Phone: DElaware 7-1336). 


RADIO 
AVAILABILITIES 


BOSTON - WEEI 


Housewives’ Protective League (the program that 
sponsors your product); Morgan Baker, director; 
6:00-6:45 AM, Monday-Saturday; 4:30-5:00 PM, 
Monday Friday: 10:00-10:30 AM, Saturday. 
Known for 20 years as ‘‘Radio’s most sales-effec- 
tive participating program,” alternating commer- 
cials enable advertisers to reach a family audi- 
ence on the Sunrise Salute portion, and a large 
women’s audience via the afternoon.HPL. Offers 
extraordinary merchandising support to sponsors. 
Full participation (13 weeks firm): $190.00; %% 
participation: $123.50. Contact WEEI, Hubbard 
2-2323, or CBS Radio Spot Sales. 


DALLAS - WFAA 


Dallas-WFAA Early Birds, now in its twenty- 
fifth year—and the oldest breakfast time variety 
show in radio—has quarter-hour participations 
available 7:15-8:00 AM on WFAA-820 weekdays 
and Sunday. Murray Cox Farm Program 6:30 AM 
on WFAA-570 open for sponsorship Tuesdays and 
Thursdays quarter-hour period. 6:45 PM News, 
WFAA-820 with Bob Tripp reporting to largest 
general audience for quarter-hour. Available Tues- 
days and Thursdays. Call us or contact your near- 
est Petry office for further details. 


DES MOINES - KRNT 


| 


most everyone tunes to for the many Saturday 
night news developments and for complete weath- 
er news to plan Sunday’s outing, gardening, trip 
or other activities. A long-established listening 
tradition and broadcast by Des Moines highest 
Hooper-rated station - famous for its news cover- 
age. Quarter hour at 10 a.m. reported by veteran 
newscaster Mac Danielson. Top-favorite record 
shows on both sides. 13 weeks at $49 per week. 
Call nearest Katz Agency office or call collect 
Paul Elliott, KRNT Des Moines, Iowa. 


DES MOINES - WHO 


12:45 - 1 p.m. Tuesday, Thursday & Saturday. One 
of the highest rated quarter-hours in Iowa Ra- 
dio. This quarter-hour has more audience than the 
same period on the next 7 stations combined. It 
is a WHO studio production ... the “Instrumental- 
ists”...an organ, guitar, accordian and drums 
combo featuring Harriet Moore as vocalist. This 
period follows our popular 12:30 news...and is 
sponsored on alternate days by Nutrena Mills. 


Reach the Iowa plus market with this good buy. | 
Only $127.50 for time plus talent. Contact your | 
nearest Free & Peters office, or call collect, Harold | 


Fulton, WHO, Des Moines, Iowa. 


OKLAHOMA CITY - KOMA 


THE EDDIE COONTZ SHOW - 7:15 to 9:00 AM 
and 3:00 to 5:15 PM Monday through Friday. Eddie 
Coontz, for years Oklahoma’s favorite disc jockey 
returns to Oklahoma City and KOMA August 2. 
Advance publicity and promotion of his return has 
the town talking. Eddie will direct his smartly- 


Just opened up - the Sunday morning newscast | worded line of platter chatter to the ladies on the 


Friday and 9:00-9:30 AM, Saturday. Known for 20 
‘ears as “Radio’s most sales-effective participating 
| program,” alternating commercials enable adver- 
‘isers to reach family audience on Sunrise 
salute and Starlite Salute’ portions, large 
vomen’s audience via afternoon HPL. Offers 
extraordinary merchandising support to sponsors. 
Full participation (13 weeks firm): $300.00; * 


7-8300, or CBS Radio Spot Sales. 


ST. LOUIS - KMOX 


Housewives’ Protective League (the program that 
sponsors your product); Philip Stevens, director; 
5:15-6:55 AM, Monday - Saturday; 4:00-4:30 PM, 
Monday - Friday; 5:30-6:00 PM, Saturday. Known 
for 20 years as ‘“Radio’s most sales-effective 
participating program,’ alternating commercials 
enable advertisers to reach a family audience on 
the Sunrise Salute portion, and a large women’s 
audience via the afternoon HPL. Offers extra- 
ordinary merchandising support to sponsors. Full 
participation (13 weeks firm): $360.00; ‘2 par- 
ticipation: $234.00. Contact KMOX, Central 8249, 
or CBS Radio Spot Sales. 


WASHINGTON - WTOP 


Housewives’ Protective League (the program that 
sponsors your product); Mark Evans, director; 
6:35-7:30 AM, 4:00-4:55 PM, Monday Friday 
and 9:15-10:00 AM, Saturday. Known for 20 
years as “Radio’s most sales-effective partici- 
pating program,” alternating commercials enable 
advertisers to reach family audience on Sunrise 
Salute portion, large women’s audience via after- 
noon HPL. Offers extraordinary merchandising 
support to sponsors. Full participation (12. weeks 
firm): $225.00; % participation: $146.25.. Contact 
WTOP, Emerson 2-9300, or CBS Radio Spot Sales. 


- 


participation: $195.00. Contact WCAU, Greenwood | 


title role. Critical acclaim plus thousands 
enthusiastic letters from viewers of all ages 
has voted Colonel Venture one of the top family 
shows on television. It offers a wonderful op- 
portunity to sell a wide viewing audience. Costs 
including time and talent: one 15-minute segment 
per week, $354; each minute participation, $117. 
Prices are computed on a 13-week basis, and are 
net, fully agency commissionable. 


NEW YORK - WOR-TV 


Summer Theatre 7:30-8:55 PM, Monday through 
Friday. This program presents the finest in 
film fare designed for the large weekday evening 
family audience. Saves advertisers the cost of 
expensive productions and high-priced live talent 
while delivering the tremendous appeal of leading 
box-office names. WOR-TV’s feature films get 
results: an offer of a spaghetti fork made over 
1,000 sales; a single announcement drew over 
1,100 inquiries (for dishes); one announcement 
pulled over 1,700 requests (for a map). New York 
advertisers have the opportunity to reach and 
sell mass audiences at an exceptionally low cost. 
Program is available at WOR-TV Rate Card prices. 


NEW YORK - WOR-TV 


The Ted Steele Show, 2:30-5:30 PM, Monday 
through Friday—entertainment for the entire 
family. Divided into three segments: variety, 
2:30-4:00 PM; a portion for teen-agers, 4:05- 
5:00 PM; and one for the kiddies, 5:05-5:30 PM. 
Five minutes of news every hour on the hour is 
available for sponsorship. Genial emcee Ted 
Steele, considered another Godfrey by experts in 
the industry, won higher ratings in his WOR-TV 
debut than the month before when he was ending 
a four-year stint on another New York TV station. 
where he carried as many as 110 commercials a 
week. Advertisers have the opportunity of reach- 
ing a mass audience at only $120 per each minute 
participation, which is fully gross, fully agency 
commissionable and subject to usual frequency 
discounts. 
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HARRY GOLDEN 


New York, July 27—Harry 
Golden, 49, specialist in match- 
book advertising and former gen-| 
eral sales manager of Uiniversal | 
Match Corp., died of a heart at- 
tack July 22 while on a business 
trip in St. Louis. 

Mr. Golden was brought to this 
country from Russia at the age of 
18 months and was reared in 
Cleveland. He joined Universal 
Match Corp. in the late 1920s and 
left the company last year to 
start his own matchbook adver- 
tising business, Harry Golden As- 
sociates. 

He was a member of the Sales 
Executives Club of New York and 
the New York Tobacco Table. He 
was also active in the United Jew- 
ish Appeal and the Jewish Com- 
munity Center of White Plains, 


T. MORGAN 

NEw YorkK, July 27—Clayland 
Tilden Morgan, 60, former director 
of promotion and advertising in 
the U. S. for the French Line and 
Air France, and at one time assist- 
ant to the president of National 
Broadcasting Co., died yesterday 
in Memorial Hospital after an ill- 
ness of several months. 

A native of Jersey City, he 
served in the AEF during World 
War I, and shortly afterward 
joined the French Line’s publicity 
staff here. He resigned in 1936 to 
become assistant to the president 
of NBC. In 1949 he opened his own 
public relations office, and two 
years later was appointed director 
of public relations for Air France. 
In 1952 he became head of public 
relations for the French Institute 
here. 

Mr. Morgan was made a cheva- 
lier of the Legion of Honor in 1940 
for his services to France. 


HELEN WHITTINGHAM 


MILWAUKEE, July 27—Mrs. Helen 
Whittingham, 52, secretary and 
controller of Hoffman & York, 
died July 22 after a long illness. 

Mrs. Whittingham began her ca- 
reer in 1919 as an advertising 
clerk for F. A. Patrick Co., Duluth. 
Subsequently she was assistant to 
the advertising manager of Blatz 
Brewing Co., manager of the traf- 
fic department of Olson & En- 
zinger and Dyer-Enzinger, former 
Milwaukee agencies, and office 
manager of the Milwaukee offices 
of United States Advertising Corp. 
and Needham, Louis & Brorby. 

Mrs. Whittingham joined Hoff- 
man & York in 1933 as bookkeeper, 
later served as traffic manager 
and office manager, and upon in- 
corporation of the agency in 1946, 
became secretary and controller. 
She was a former member of the 
Women’s Advertising Club of Mil- 
waukee. 


HAROLD E. SMITH 


ALBANY, July 27—Harold E. 
Smith, 62, one of the founders of 
Albany’s first radio station, 


MOVING? 


Three weeks advance notice 
required for uninterrupted 
service. Write: 


ees | Advertising Age, 

200 E. Illinois St., 

Chicago 11, Illinois 


Don’t forget to 


illness. 

The radio pioneer came 
Albany 25 years ago and estab- 
lished WOKO, which he operated 
in partnership with Raymond Cur- 
tis. He operated radio stations in 
Newburgh, Poughkeepsie and 
Peekskill before coming to Albany. 


‘SMILIN’ ED’ McCONNELL 
NEwWPorRT BEACH, CAL., July 27— 
James Edwin (Smilin’ Ed) Mc- 
Connell, who conducted a chil- 
dren’s radio show for more than 
30 years, was found dead Saturday. 
He was 62. 

His body was found in his cabin 
cruiser. Mr. O’Connell apparently 
died of a heart attack July 23. 

A World War I aviator, the 250- 
lb. entertainer played piano and 
sang on vaudeville circuits before 
starting his broadcast career. His 
“Smilin’ Ed’s Gang” program is 
due to return to ABC-TV in 
August, sponsored by Brown Shoe 
Co. (AA, March 15). The series has 


to 


| WOKO, died July 24 after a long | a considerable film backlog and is | 


' expected to run for some time, ac- 
cording to ABC spokesmen. A ra-_ 
dio version of the show also has | 
been prepared on tape and is ex-_ 
pected to remain on the air under 
co-op sponsorship of Brown re- 
tailers. 


J. WALTER WEBB 
Wiumincron, N. C., July 27—J.| 
Walter Webb, 65, general manager | 


of the Wilmington Star and News, | 


died yesterday after a lingering | 
illness. He had been a newspaper | 
executive more than 30 years. 

In the early 1920s he became an | 
executive of the Birmingham Age- 
Herald, and later was associated 
with two other Alabama papers, 
the Mobile Register and the Ala- 
bama Journal in Montgomery. 
Next he was with the Herald, Bra- 
denton, Fla., and the Eagle, Doth-| 
an, Ala., prior to joining the Wil- 
mington Star and News in 1938 as 
business manager. 


The 
TORONTO DAILY STAR 


has by far 


of any daily newspaper 
in Canada! 


NEW 


OW 


region 


give us your 
OLD as well as NEW address. 


Right in the 
Heart of 


ENGLAND 


3 times more 
popular as a 
test market 


WORCESTER 


Your test campaigns can be made 
and checked quickly, effectively and 
economically when you conduct them 
in WORCESTER — the “Crossroads of 
New England”. By far the most repre- 
sentative of the region, Worcester’s 
well-balanced population enjoys sub- 
stantial and stable industrial and agri- 


ORCESTER 
your most logical 
TEST MARKET 


cultural income — and the advantages 
of being a sizable distribution center. 


Coverage of this compact market is 
easily and intensively accomplished by 
using the Worcester Telegram-Gazette. 
We welcome your request for full test 
market data on Worcester. 


Worcester Telegram-Gazette Circulation: Daily 155,552; Sunday 103,099 


fh WORCESTER 
TELEGRAM 
-GALEVIE 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc, 


Nationol Representatives 


the LOWEST MILLINE RATE 
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Costs of Cigaret Advertising 


Per Carton and Per Million of Cigarets Sold 


Sales of leading brands of cigarets related to the amount investe 1 on each in 


magazines, newspapers, Sunday sections, network radio and te. >vision, and 


farm magazines during the past five years. 


1953 


1952 


1951 


195C 1949 
CAMEL (Reynolds) 
99.0 104.5 102.5 98.0 97.0 
$14,866,194 $13,313,273 $12,262,067 $11,444,570 $10,426,627 
Ad cost per million .......:c:csceseseseeeeees $150.16 $127.40 $119.63 $116.73 $107.49 
3.0¢ 2.5¢ 2.4¢ 2.3 2.1¢ 
LUCKY STRIKE (Amer. Tob.) 
65.0 73.5 76.0 82.( 94.0 
$10,159,327 $8,257,187 $8,726,620 $8,127,146 $8,627,620 
3.1¢ 2.2¢ 2.3¢ 2.0¢ 1.8¢ 
*CHESTERFIELD (Liggett & Myers) 
62.0 68.0 64.1 64.6 68.0 
$13,204,616 $?,858,060 $8,750,191 $7,377,689 $8,001,555 
$212.98 $144.97 $136.51 $114.66 $117.67 
**PALL MALL (Amer. Tob.) 
48.0 41.5 31.3 23.0 17.5 
$125.96 $99.72 $56.28 $81.64 $121.94 
*PHILIP MORRIS 
35.0 36.5 39.3 40.0 32.0 
$8,880,958 $9,154,503 $8,541,998 $8,460,814 $7,658,041 
$253.71 $250.81 $217.36 $214.40 $139.33 
1 5.1¢ 5¢ 4.3¢ 4.3¢ 2.8¢ 
*OLD GOLD (Lorillard) 
23.0 23.0 21.0 19.5 18.0 
$8,786,972 $6,981,309 $6,919,722 $5,054,444 $4,584,541 
$382.04 $303.53 $329.51 $290.06 $254.70 
**TAREYTON (Amer. Tob.) 
14.0 12.5 8.5 7.0 §5 
$1,952,699 $890,414 $777,234 $762,860 $402,761 
$139.50 $71.23 $91.44 $108.98 $73.23 
2.8¢ 1.4¢ 1.8¢ 2.2¢ 1.5¢ 
KOOL (Brown & Williamson) 
11.5 11.5 10.5 9.2 75 
FRALEIGH (Brown & Williamson) 
75 8.3 8.0 75 7.0 
— $1,425 $1,127,597 $1,057,724 $1,037,518 
ices — $0.17 $140.95 $141.03 $148.22 
FVICEROY (Brown & Williamson) 
6.0 2.7 1.8 1.2 0.8 
$538,309 $166,748 $79,040 $299,832 $263,454 
1.8¢ 1.2¢ 0.9¢ 1.8¢ 6.6¢ 
TSPARLIAMENT (Philip Morris) 
$916,927 $444,204 $424,464 $362,553 — 
*KENT (Lorillard) 
**CAVALIER (Reynolds) 
$2,984,412 $1,982,296 $1,183,025 $393,179 $347,343 
23.9¢ 26.4¢ 47.3¢ 9.8¢ 
**FATIMA (Liggett & Myers) 
**DUNHILL (Philip Morris) 
Ad por MINION $821.33 $1,125.84 $1,667.22 
16.4¢ 22.5¢ 33.3¢ — 
**EMBASSY (Lorillard) 
$532,173 $456,480 $644,961 $562,944 $626,234 
Ad cost per million .......cccccccccscscccsseescsees $532.00 $652.11 $1,289.92 $704.18 — 
10.6¢ 13¢ 25.8¢ 14.1¢ — 
**REGENT (Riggio Tob.) 
0.5 0.8 1.0 0.8 -- 
$178.00 $230.53 $256.78 $96.21 — 
3.6¢ 4.6¢ 5.1¢ 1.9¢ 
**WINGS-AVALON (Brown & Williamson) 
0.5 0.7 0.7 0.8 1.0 
Ad cost per million $30.00 $21.35 $4.83 


Note: Marvel Cigarets (Stephano Bros. king-size) had the following figures for 1953: Sales, 500,000,000; ad expenditure, $39,918; 
= cost per million, $78.00; ad cost per carton, 1.6¢. Comparable figures for earlier years are not available. 


L&M (Liggett & Myers filter-tip) was introduced in October, 1953. Its figures are sales, 300,000,000; ad expenditure, $530,306; 
ad cost per million, $1,766.67; ad cost per carton, 35.3¢. 
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Cigaret Ad Costs Up 


in ‘53 as Sales Fall 


(Continued from Page 3) 
and the omission of these figures 
(which are not available) could 
make important differences in the 
individual ad cost figures shown 
in the accompanying table. 

In the second place, 1953 marked 
the introduction, or the force-feed- 
ing, of a host of non-established 
brands, mostly filter-tips and king- 
size. It is natural to expect that 
advertising costs of relatively new 
brands would be higher than on 
established leaders, and this too 
is borne out by the individual fig- 
ures shown in the accompanying 
table. Also, many of the new 
brands are sold at premium prices, 
and the margin available for pro- 
motion costs is presumably some- 
what higher than is the case with 
“standard” brands. 


a The highest per-carton ad cost 
was for R. J. Reynolds’ Cavaliers 
(23.9¢) but this brand’s sales went 
from 1.5 billion cigarets in 1952 to 
2.5 billion last year. The lowest 
per-carton cost was registered by 
Wings-Avalon (Brown & William- 
son) at six-tenths of 1¢. With an 
ad outlay in the measured media 
of only $15,288 last year, Wings 
were in last place in sales with 
500,000,000 (2,500,000 cartons). 

R. J. Reynolds Tobacco Co., 
which sold 104.5 billion Camels 
in 1952 and spent $13,313,273 on 
advertising, sold 99 billion last 
year with an advertising expendi- 
ture of $14,866,194. For Luckies 
(American Tobacco Co.), the fig- 
ures are $8,257,187 and 73.5 bil- 
lion cigarets for 1952 compared to 
$10,159,327 and 65 billion in 1953. 
Chesterfield (Liggett & Myers) 
dropped from 68 billion cigarets 
sold in ’52 to 62 billion last year, 
while increasing its 52 ad budget 
of $9,858,060 by $3,346,556. 


= The Camel ad cost per carton 
went up to 3¢ from 2.5¢ the year 
before. Luckies’ cost went from 
2.2¢ to 3.1¢ and Chesterfield’s from 
3¢ to 4.2¢. 

While the three leaders reported 
losses, American’s Pall Mall, in 
fourth place, continued to narrow 
the gap between its total sales and 
those of the No. 3 brand. With an 
ad expenditure of $6,046,339, 48 
billion Pall Malls were sold, com- 
pared with 41.5 in ’52. Even so, the 
brand’s ad cost per carton went up 
a half cent to 2.5¢. 

Philip Morris came along in fifth 
position with a decreased adver- 
tising budget ($8,880,958 as against 
$9,154,503 the year before) and de- 
creased sales (36.5 billion to 35 
billion), bringing the ad cost per 
carton up to 5.1¢ over ’52’s 5¢. 


= Showing the strongest sales 
gains over 1952 were the filter-tip 
brands—Viceroy, Parliament and 
Kent. Viceroy sales increased from 
2.7 billion to 6 billion cigarets; 
Parliament, from 1.9 billion to 3 
billion and Kent, from 700,000,000 
to 3 billion. 

In proportion to sales increases, 
more money was spent in 1953 to 
advertise filter-tip cigarets. Vicer- 
oy ad expenditures, compared with 
1952, rose from $166,748 to $538,- 


*Regular and king-size. 
**King-size. 
*Filter-tip. 


*Sold to Philip Morris by Benson & Hedges 
on Jan. 26, 1954. 

#Raleigh’s ad expenditure is not known 
because its entire ad budget was allocated 
for spot tv, and figures are not available. 
Raleigh went exclusively to king size on 
April 1. 

Figures are based on (1) Business Week 
sales data, (2) Bureau of Advertising figures 
on newspapers and Sunday supplements 
and (3) Leading National Advertisers data 
for magazines, network radio and tv and 
farm magazines. 


\309; Parliament, fiom $444,204 to 


$916,927 and Kent, from $991,672 
to $3,206,889. 


Liggett & Myers entered the fil- 


\ter-tip picture in October, 1953, 


with its L&M brand, spending 
$530,306 on advertising or 35.3¢ 
per carton. On the other hand, Lig- 
gett & Myers cut ad expenditures 
on its Fatima cigarets from $3,- 
152,072 in 1952 to $&75,438 in 1953. 
Sales of Fatima fell from 3 billion 
cigarets in 1952 to 2 billion in 1953. 


= King-size cigarets continued to 
cut into sales of regular-size 
brands, but no accurate figures on 
this trend can be tabulated because 
Chesterfield, Philip Morris and 
Old Gold list both sizes of cigarets 
in combined sales figures. 

Although American Tobacco’s 
Lucky Strike was behind Camel 
and Chesterfield in ad expendi- 
tures, American had the largest 
total ad expenditure—$18,158,365 
for its Lucky Strike, Pall Mall and 
Tareyton brands combined. Ameri- 
can was also the leader in total 
sales with 127 billion cigarets sold. 
For the three brands together, the 
ad cost per carton came to 2.9¢. 

R. J. Reynolds Co. was second 
in total sales, with 101.5 billion 
Camel and Cavalier cigarets sold. 
Reynolds spent $17,850,606 to ad- 
vertise its two brands, with the 
per carton ad cost amounting to 
3.5¢. 


s Liggett & Myers sold 64.3 bil- 
lion Chesterfield, Fatima and L&M 
cigarets. The company’s total ad 
expenditure was $14,310,360. Due 
to the high cost of introducing 
L&M cigarets, Liggett & Myers per 
carton ad cost was 4.5¢, well above 
the per carton ad cost of Reynolds 
and American Tobacco cigarets. 

Brown & Williamson invested 
less in advertising than any of the 
other major companies. Raleigh ad 
figures were not available because 
all of its ad dollars were spent on 
non-measured media. Kool ad ex- 
penditures were $390,827, or sev- 
en-tenths of 1¢ per carton; Vicer- 
oy, $538,309, or 1.8¢ per carton, and 
Wings-Avalon, $15,288 or six- 
tenths of 1¢ per carton. 


RCA Buys Radio, TV Spots 
on NBC O.-and-O Stations 


Radio Corp. of America, New 
York, has scheduled a series of ra- 
dio and television participations 
and one-minute spots for its prod- 
ucts and services. The campaign 
begins Aug. 2 in six major markets. 

All stations cleared by Kenyon & 
Eckhardt through NBC spot sales 
are NBC owned-and-operated out- 
lets. 


Fairchild Boosts Hyatt 

Judson A. V. Hyatt, formerly 
sales manager of the graphic arts 
division of Fairchild Camera & In- 
strument Corp., Syosset, N. Y., has 
been named director of Fairchild 
commercial sales. In his new posi- 
tion he will be in charge of both 
the graphic arts and commercial 
camera divisions, succeeding John 
M. Case, who has been promoted 
from v.p. in charge of commercial 
sales to exec. v.p. 


Watson to Robin Hood Mills 

Arnold Watson has been ap- 
pointed assistant advertising man- 
ager of Robin Hood Flour Mills 
Ltd., Montreal. Mr. Watson for- 
merly was an account executive 
with Young & Rubicam Ltd., Mont- 
real. 


Thomas Roche Joins Fawcett 
Thomas Roche, formerly with 
Ziff-Davis Publishing Co. and 
with Redbook, has been named a 
sales representative for Fawcett 
Women’s Group, New York. 
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JOURNABS:: =ZOURIER 


LAFAYETTE, INDIANA 


announces the appointment of 


SAWYER * FERGUSON * WALKER CO. 


NEW YORK ¢ CHICAGO ¢ PHILADELPHIA ¢ DETROIT © ATLANTA ¢® LOS ANGELES ¢® SAN FRANCISCO 


as national advertising representatives 
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(Continued from Page 2) 


line already in the shop. 


three principals 


areas. 


refers to himself 
as creative 
man, pure and 
simple, not just 
an editor.” 
Indicative 
his drive in one 
direction, and his 
complete confi- 
dence in the abil- 
ity of his part- 
ners in other 
directions, Bill 
proudly com- 


Wm. Bernbach 


the gates closed. 


ideas can dry up. 


everybody sits around and says 


trouble is they don’t have an ad 


also tell the story. By and large 


all 21 pictures aud cards on thi: can be carried on view 


BUXTON 


21 IN ONE—Doyle Dane Bernbach 
has this four-color page for Buxton 
in Life next December. Edward 
Thevson Russell, whose personal 
effects are displayed in the ad, is 


the Buxton account exec. 


right and very tough and very 


straight in our copy. 


“There’s nothing I abhor more 
than abstract designing. We are 
simple. That A in Acrilan is there 
not just to look pretty but to make 


people remember that name.” 


A glance at some of the agency’ 
other ads shows some of the “de- 
vices” that have been used, not 
only to catch the reader’s eye, 
but also to tell part of the sales 


story. 


One of the main keys to the suc- 
cess of this agency, which went 
from $1,700,000 billing in 1950, its) 
first full calendar year, to $5,100,- | 
000 in 1953, is the fact that all 
are producers 
and all three produce in different 


a Last in the order in which his 
name appears on the agency’s let- 
terhead, but first in the hearts of 
the creative department, is Presi- 
dent Bill Bernbach, who happily 


mented that he signs his name 
to so many unknown documents in 
the course of a week, they prob-: 
ably could put him in jail and 
he wouldn't even realize it until 


“How do these creative ideas 
keep coming?” he asked softly, re- 
peating the reporter’s question. “As 
long as there’s a problem, ideas 
keep coming. As long as there are 
things to be said, I don’t know how 


es “We start off with the realiza- 
tion that nobody buys a publica- 
tion to read ads. We start with the 
premise that ads have first got to 
be looked at. But just getting them 
to look at it isn’t enough. I’ve seen 
meetings where the president and 
,}on the occasion 
‘Now be sure and get this in,’ and 
everybody is happy, but the only 


We think that the very device that 


-}proud of such 
things as the nine 
employes who 


gets you to look at an ad should 


t »| still 
our principle is to be very forth- 


Prize-Copping Doyle Dane Bernbach — 
Absorbs Factor-Breyer in Los Angeles 


“We probably do less entertain- 


ers—and Max Factor has added its ing than any agency in the busi- 
new product, Erace, to the Factor 


/ness,” Mr. Bernbach continued, 
describing further the agency’s 
modus operandi. “We will not 
make a change for an account op- 
erating purely on a whim, and we 
have resigned accounts when we 
thought their ideas on advertising 
were too far removed from ours. 
We're three guys who live very 
modesily and we don’t cater to 
clients because we want the 
money.” 

Mr. Bernbach is quick to give 
credit for much of Doyle Dane’s 
creative successes to copy chief 
Phyllis Robinson, art director Rob- 
ert Gage, recently elected v.p. who, 
Mr. Bernbach says, “makes our ads 
| sing, graphically,” and the rest of 
ithe creative group, all of whom 
work closely together. 

Bill Bernbach is still not making 
the kind of money he was offered 
before and since going into his own 
business, he says, but he finds a 
tremendous compensation in hav- 
ing people turn around and say, 
“Gee, what a job they’re doing,” 
and he’s happy in a spot that lets 
him concentrate on his first love, 
creative work. 

Mr. Bernbach’s extensive cre- 
ative background includes duty 
as v.p. in charge of art and copy 
at Grey Advertising, before which 
he served variously as director of 
postwar planning for Coty, direc-: 
tor of research for the New York 
World’s Fair and a political ghost 
writer. 


w Moving backwards along the 
agency’s letterhead, in the middle 
is v.p., general manager and sec- 
retary-treasurer Maxwell Dane, 
the man responsible for the smooth 
internal func- 
tioning the 
agency. 

Mac Dane is 
also a proud man 


of 


of the agency’s 
fifth anniversary; 


remain of 
the original 13 
(the biggest loss 
was the agency’s chief bookkeep- 
er), and of the fact that of the 13 
accounts that came to Doyle Dane 
Bernbach in its first year of oper- 
ation, all have remained or, better 
yet, did leave the agency for a 
while, but eventually returned. 
Just as Bill Bernbach’s creative 
background served as training 
ground for his present functions, 
so Mac Dane had the best possible 
experience for running an agency 
—he ran his own. After working 
as advertising manager of Stern 
Bros., and doing sales promotion 
stints for WMCA and Look, Mac 
started his own agency in 1944. 


Maxwell 


Dane 


a Then, in 1949 Messrs. Doyle and 
Bernbach—both v.p.s at Grey Ad- 
vertising—decided to leave Grey, 
and Mac Dane agreed to team up 
with them on a new venture. Mr. 
Dane had gotten to know Ned 
Doyle well in 1939-40 when the 
latter was ad manager of Look. 

The Ohrbach’s account left Grey 
along with Doyle and Bernbach. 
Dane added his billings to the 
new-born agency, and on June 1, 
1949, Doyle Dane Bernbach opened 
shop in 1,800 square feet at 350 
Madison Ave.—‘“and not enough 
in billings to support us.” 

Actually, there probably was 
just enough in billings for the 
principals to get by, since all three 
had taken salary cuts which left 
them about one-third of what they 
were getting formerly. 


= A measure of the agency’s 
growth from the fall of 1949 when 


ale 


USE 


you'll get 


AMAZINGLY 


at 


NEWARK. 


the first additional account ar- 
rived and the principals began to 
breathe a little easier (““‘we were 
prepared for a much longer pull’), 
is the fact that DDB today is physi- 
cally about eight times the size it 
was then. Frequently moves were 
needed before leases expired, and 
it became necessary to sublease 
the current quarters. At one time 
the agency was the holder of three 
subleases around town, “and we 
didn’t lose a dime,” Mr. Dane re- 
calls. 

Even today, with 8,100 crowded 
square feet at 20 W. 43rd St., the 
agency still has one sublease out- 
standing. It will be up next year, 
however, and Doyle Dane figures 
it will ferret out any additional 
room, when 
needed, within 
the confines of its 
native skyscrap- 
er. 
Ned Doyle, 
exec. v.p. hand- 
ling primarily 
account supervi- 
sion, won't be 
at all surprised 
when the next 
time for expan- 
sion comes. “I 
never had the faintest doubt but 
that the agency would grow. If 
you could have stopped the adver- 
tising business, we would have 
failed,” he says with ebullience. 


Ned Doyle 


ws The only question in Mr. Doyle’s 
mind was whether the growth 
would be too fast or too slow. 
Recently he remarked that if the 
agency never got any larger, “we'd 
still be content,” although he looks 
to a slow growth, which precludes 
the acquisition of any pocket ac- 
counts. 

Pocket accounts notwithstanding, 
Mr. Doyle believes that an ac- 
count executive is the client’s rep- 
resentative in the agency. “He 
should know the client’s business 
as well as the client and represents 
and interprets the client and his 
problems. With that approach he 


SAVE YOUR FEET... 


LOW PRICES 


THE HEART OF AN AGENCY—Here are five outstanding 
ads turned out by Doyle Dane Bernbach for Ohr- 
bach’s, Acrilan, Levy’s and Max Factor. All prize 


LOS 


can come in here and play our pi- 
ano,” although he will have little 
to do with actual creation. ‘We are 
set up close to the early days of 
Young & Rubicam,’ Mr. Doyle 
said. 

Practically all the accounts in 
this highly diversified agency have 
come in as a result of work done 
for present clients, Mr. Dane points 
out. “We have no relatives cr in- 
laws from whom we have ever 
gotten a nickel’s worth of busi- 
ness.”’ Opening of the Los Angeles 
branch is due mainly to increased 
billings on Max Factor and Ohr- 
bach’s. 

The three principals in Doyle 
Dane Bernbach are “practically” 
equal partners and there are two 
other employe-stockholders. All 67 
employes share in a bonus plan, a 
profit-sharing trust and a hope 
that the agency’s 25 accounts will 
get their continued share of ad- 
vertising awards and sales recoras. 


ABC Promotes Three 


American Broadcasting Co., New 
York, has promoted three staff 
members. They are Stewart 
Barthelmess, manager of the radio 
station clearance department, to 
sales service manager for ABC 
network; Peter H. Wade, station 
clearance contact, to manager of 
the radio station clearance depart- 
ment, succeeding Mr. Barthelmess, 
and Betty Boucher to succeed Mr. 
Wade. 


Ande Gets Oklahoma Accounts 

George Ande Advertising, Okla- 
homa City, has been appointed 
to handle advertising for the State 
of Oklahoma and the Oklahoma 
Planning & Resources Board. Pete 
White Agency, Tulsa, is the pre- 
vious agency. 


John Hall Gets Franklin Co. 
Bernard Franklin Co., Philadel- 
phia maker of hand trucks, steel 
shelving and cabinets, has ap- 
pointed John T. Hall & Co., Phila- 
delphia, to handle its advertising. 
Franklin uses business papers. 
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winners, they illustrate the agency’s thinking that 
“the very device that gets you to look at an ad 
should also tell the story.” 


| 


Who Threw the 
Relaxation in Mr. 
Murphy’‘s Massager? 


ADAMSVILLE, Pa., July 28—Meet 
a new national hero. 

He is Owen K. Murphy, presi- 
dent of Niagara Mfg. & Distribu- 
ting Co., who has come along with 
a perfect out for all who have 
been seeking a rationale for their 
normal conduct, in or out of busi- 
ness. 

The week of Aug. 2 to 8, says 
Mr. Murphy, will be known as 
National Relaxaticn Week, and 
will feature the motto “Relax and 
Live Longer.” It will shock no one 
out of his restful attitude to learn 
Mr. Murphy’s organization 
| manufactures “a line of mechani- 
cal massage units for home, hos- 
pitals and institutions.” 


® Distinctly contraverting its own 
president’s fine advice, Niagara 
is marking the week with a spe- 
cial advertising campaign that 
will hit 125 cities with copy in 
daily newspapers and with par- 
ticipations on radio and tv pro- 
grams. All will be placed through 
Pringle-Gotthelf Associates, New 
York, whose staff can hardly be 
expected to observe the new na- 
tional commemoration. 

“People are always told to take 
it easy and relax,” says Mr. Mur- 
phy, “but they seldom do any- 
thing about it. If Relaxation Week 
succeeds in making the population 
realize the importance of relaxing 
it will be accomplishing miracles.” 

Hail, Owen K. Murphy, indus- 
trialist, promotion man, but most 
of all—realist. 


Simmonds Names Jungell 

Emil Jungell, formerly editor of 
American Family Magazine, has 
been appointed a v.p. of Simmonds 
& Simmonds, Chicago agency. Mr. 
Jungell will service food and re- 
lated accounts. 
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Some advertising gets itself talked about... 


the best advertising gets the product talked about! 


YOUNG & RUBICAM, INC. 
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Four A‘s Issues Roster 


| This Week in Washington... 


The Four A’s has issued its 1954) 
roster, listing 303 agencies, an in-| 
crease of 12 over last year, largest | 
membership in the association’s 
history. New York City has the 
most offices, 96, followed by Chi-| Washington Editor 
cago with 44, Los Angeles, 41, and; WASHINGTON, July 29—Con- 
San Francisco, 33. The member! gressmen must be asking them- 
agencies operate 553 offices in 81! selves, “Who knows what is best 
U. S. cities and 27 foreign cities. | for auto dealers?” 
| Dealers have been before the 
‘interstate commerce committees of 
|both branches of Congress com- 
iplaining that their business is a 
|shambles because some dealers are 
turning new cars over to un- 
/authorized price-cutters. The Na- 
\tional Automobile Dealers Assn. 
testifies that the problem can be 
‘solved by an “anti-bootlegger”’ bill, 
relaxing the anti-trust laws so that 
manufacturers can cut off dealers 
who channel cars to unauthorized 
outlets. 

But the Federal Trade Commis- 
\sion has submitted a letter warn- 


By Stanley E. Cohen 


McCloskey Joins Transitads 

J. J. McCloskey, formerly with 
WKLO, Louisville, has been named 
an account executive in the Louis- 
ville office of National Transitads. 


Gadget Letters 


They demand attention, inveigle read- 
ing and, if deftly handled, can SELL! 
One series 27 years old. Send for suc- 
cess story. Please write on your letter~ 
head. Chicago phone HArrison 7-9187. 


“Wat Bott’. 


Lee P. Bett, Jr., 64 E. Jackson, Chicago 


It is literally true that - Practice 


makes 


perfect. 


COLLINS MILLER & HUTCHINGS, Inc. 
eAmerica’s Finest Photoengraving Plant 
207 North Michigan Avenue, Chicago | 


Auto Bootleg Law Won't Hilp: FTC 


ing that anti-bo ‘legger clauses 
deal with resul: rather than 
causes. FTC reas: 1s that dealers 
would prefer norn .| markups, and 
that they dump cas because there 
are more cars tha’ customers. 

“The denial to iealers who are 
over-stocked with new cars of the 
means of disposal ‘hrough unfran- 
chised dealers would not solve 
the financial dilemma in which 
these dealers miy find them- 
selves,” FTC said. 
FTC’s letter opposing “anti- 
bootlegging” clauses warned Con- 
gress that the right of a seller to 
select his own customers is an 
important concept within the anti- 
trust laws. This right was deemed 
so basic, FTC said, that it was 
written into the Clayton Act even 
though some sponsors of the act 
feared it would be used by sellers 
in order to deprive buyers of rights 
which Congress wanted to protect. 

FTC said that the auto industry 
should have little difficulty dealing 
with price-cutting, if that is the 
industry’s real problem. “Inasmuch 
as the practice of bootlegging cars 
depends upon sales by franchised 
to unfranchised dealers at prices 
substantially lower than the pre- 
vailing retail price, a motor vehicle 
manufacturer is already in a posi- 
tion under the ‘fair trade’ laws to 
stop bootlegging by contracting 
with its dealers whereby the deal- 
ers may not resell motor vehicles 
below the prices set by the manu- 
facturer.” 

e 


Ultra high frequency telecasters, 
who have asked the Senate to help 
break the dilemma of no network 
program-no audience-no advertis- 
ing, had another disappointment 
this week. Members of the Senate 
interstate commerce subcommittee 


rule to force networks and adver- 
tisers to use u.h.f., but senators 
had pledged their support for a tax 


| juggle which would bring u.h.f. 
-receiver prices in line with v.h.f. 
prices. 

_ Now, however, the Senate fi- 
| nance committee, bowing to Treas- 
opposition, has voted less- 
| than-half-a-loaf on the tax juggle. 
|Instead of lifting the 10% man- 
‘ufacturing tax from u.h.f.-equip- 


which studied u.h.f. problems had | 
already refused to go along on a| 


huid soepelet en Uw mactes. 


2 greet sink 33 ot, tijdelijh 2 voor 79 ct, 


MORES—A curious example of an ad changed in one particular only 
to suit an audience is this one, which appeared in two magazines 
published by Drukkerij De Apaarnestad, one of Holland’s largest 
publishers. The one at the left appeared in a Dutch woman’s maga- 
zine, Libelle, for general readership, and the second in Beatrijs, 
identical with the first magazine but designed for Roman Catholics. 
Can you spot the difference? In the second the woman is wearing 
a more conservative gown. 


ped sets, the ccmmittee merely 
voted a flat $7 per set credit. Since 
the tax remains on v.h.f. sets, the 
price difference is narrowed, but 
the $7 credit won’t be enough to 
eliminate entirely the v.h.f. advan- 
tage. 

Treasury had said tax losses 
would be heavy if manufacturers 
were given the opportunity to 
switch to tax-free u.h.f. Even the 
$7-per-set credit, assuming 7,000,- 
000 u.h.f.-equipped sets in 1955, 
would cut government income by 
nearly $50,000,000, the Treasury 
pointed out. 


George P. Larrick, new head of 
the Food & Drug Administration, is 
a career man who has been with 
the agency since 1923. In appoint- 
ing Mr- Larrick, Secretary of 
Health, Education & Welfare Oveta 
Culp Hobby conformed to tradi- 
tion. Since 1917 there had been 
only three preceding Food & Drug 
commissioners—all career men. In- 


cause it fears a political appointee 
might use vast FDA power for 
ideological purposes. 

Mr. Larrick’s big problem will 
be congressional relations. The 
present FDA budget is the smallest 
in four years and is below the 
amount Secretary Hobby considers 
essential for effective operation of 
the agency. Budget problems stem 
from the fact that FDA has been 
involved in a number of cases 
which resulted in powerful ene- 
'mies in the House appropriations 


dustry generally likes the idea, be-'| 


ators who want pay raises now are 
saying they will work for a sub- 
stantial rate bill early next year— 
when congressional elections are 
out of the way. 

Meanwhile, the Post Office De- 
partment has issued a press release 
announcing that it has available “a 
limited number of free copies” of a 
booklet entitled “The Need for 
Postal Rate Increases... Now.” 


Gallo Winery Names Baker 

E. & J. Gallo Winery, Modesto, 
Cal., has appointed Frederick E. 
Baker & Associates, Seattle, to 
handle advertising in five Pacific 
Northwest states: Washington, 
Oregon and Idaho, and effective 
Sept. 1, in Utah and Montana. 
First campaign to break is in 
Washington where an extensive 
‘schedule of 800-line and 200-line 
| newspaper insertions plus 24-sheet 
/posters and radio began in July 
,and will continue for the rest of 
‘the year. 
| 


AA's Arithmetic Went Haywire 

In its monthly tabulation of ad- 
vertising pages and linage in farm 
publications (AA, July 26), ADVER- 
TISING AGE reported Successful 
Farming’s January-June, 1953, cu- 
mulative total in pages as 379.2. 
The figure should have been 573.0, 
compared with 561.3 for the same 
period this year. 


Denis Begins African Series 
Armand Denis, Belgian explorer 
and film maker, has begun a series 


This booming industrial and 
economic development is 
concentrated in NORTH- 
ERN MINNESOTA — the 
circulation area of the Du- 
luth Herald and WNews- 
Tribune. 


Mo 
On 


Hi 


As the map shows 
. . . the new multi- 
million dollar taco- 
nite industry is lo- 
cated right in : 

the Duluth-Su- 

perior Market. 


PROPOSED SMALL SCALE 

LARGE SCALE 

PROPOSED RAILROADS 


RAPID 


DULUTH HERALD 
Buluth News-Tribune 


*$483,000,000 are invested in 
these projects to separate ore 
from ore-bearing rock called 
taconite. 


Taconite Is BIG BUSINESS Here’ 


| 


be 


/approved a federal pay hike of 
about 5% 


‘committee. This year, for example,|of ty films on African adventure 


uas ‘for British Broadcasting Corp. He 
ecause Nep. Fre usbey (It.,\expects to remain in Africa on 
Ill.), chairman of the subcomniittee per sar for eight months. Mr. Denis 
handling FDA funds, objects to @ jis seeking a commercial sponsor 
false labeling case which FDA has |jn the U. S. for some of his films 
started against the producers Of \through Warren D. Devine Editorial 
Mountain Valley mineral water. | Services, Detroit. Through 1953 
Though the administration has! of his films on Africa and Austral- 
warned that postal salaries cannot ia. 
increased unless rates are 
raised to offset the costs, the Sen- Francisco Joins Supplement _ 
ate post office committee has re-| Don Francisco Jr., recently di- 
fused to act on a rate bill but has|rector of advertising for the Re- 
'view, Darien, Conn., has joined the 
‘eastern sales force of Family 


for all government | 
\Weekly. 


including postal. Sen- 


| 


workers, 


To move 

warehouse inventory 
in the Quad-Cities 
advertise where 57% 
of Quad-Citians live: 
Rock Island, Moline 


and East Moline. 
They read these newspapers: 


The MOLINE 
Zhe ROCK ISLAND 7¥:gus 


| i 
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RICHARD L. GEISMAR, business man- 
ager of the network’s programming 
and production department for the 
past 13 months, has been named 
administrative assistant to Ted 
Bergmann, managing director of 
DuMont Television Network, New 
York. 


Northwest Dailies 
Find Cake Mix Used 
in 84% of Homes 


MINNEAPOLIS, July 27—Duncan 
Hines cake mixes have cut a wide 
swath in upper midwest markets, 
according to surveys made by the 
Northwest Daily Press Assn. 

The use of cake mixes by home- 
makers in Minnesota, Wisconsin, 
Iowa and North and South Dakota 
has increased from 76% in 1952 to 
84% in 1954, the surveys found, 
and Duncan Hines, listed as pre- 
ferred by 10% of the respondents 
in 1952, was most popular with 
40% this year. 


a A comparison of the leading 
brands of white cake mixes shows: 


1952 1954 
Duncan Hines ........ 10% 40% 
23 21 
Betty Crocker ........ 15 16 
Swansdown ........... 16 9 
16 6 


Cinch 


No other brands were named by 
more than 2% of the respondents. 

In 1954, homemakers listed de- 
pendability, a “homemade”’ taste, 
cake size and texture as chief rea- 
sons why they purchased a partic- 
ular brand of cake mix. In 1952, 
the prime reasons for brand pref- 
erences were lightness, flavor and 
ease of use. 

Copies of the report may be 
secured without cost from North- 
west Daily Press Assn., 900 Palace 
Bldg., Minneapolis. 


Creative Ad Counselors Bows 


Robert T. Stewart, San Francisco 
artist, and Ellison L. Meier, who 
formerly headed an agency in the 
East, have opened Creative Adver- 
tising Counselors at 821 Market 
St., San Francisco. The new adver- 
tising service will specialize in 
sales promotion materials for both 
agencies and advertisers. 


Corvin Joins ‘Chronicle’ 


Melvin Corvin, formerly with 
the special features department of 
the San Francisco Examiner, has 
joined the national advertising 
staff of the San Francisco Chron- 
icle. 


Walton Labs Names Agency 


Walton Laboratories Inc., Irv- 
ington, N. J., has appointed Hal- 
sted & Van Vechten Inc., Red 
Bank, to handle advertising for 
its humidifiers. 


Opens Philadelphia Office 

Jerome J. Brookman, publishers’ 
representative for business mag- 
azines, has opened a Philadelphia 
office at 1513 Packard Bldg. 


Burton Browne Opens Branch 


Burton Browne Advertising, 
Chicago, has opened a New York 


| Dorese to ‘American Weekly’ 


Carl Dorese, formerly program 
promotion manager of National 
Broadcasting Co., has joined The 
American Weekly as sales promo- 
tion manager. Before his associa- 
tion with NBC, Mr. Dorese was 
with J. Walter Thompson Co. 


Seeger Opens Art Service 
Richard Seeger, formerly assist- 
ant art director of Pabst Brewing 
Co., has opened his own advertis- 
ing art service at 230 E. Ohio St., 
Chicago. 


Tide Water Oil Boosts Allan 


marketing for the western division 
of Tide Water Associated Oil Co., 
San Francisco, has been appointed 
to the new position of administra- 
tive v.p. for marketing. Mr. Allan 
joined Tide Water in 1915. 


Ellington Gets Holland House 
Eppens, Smith Co., Long Island 


City, N. Y., has named Ellington & 
Co., New York, to handie adver- 
tising for Holland House coffees 
teas. 


P. E. Allan, v.p. in charge of | 


DuMont Opens Color Theater 
DuMont Television Network has 
/opened a color theater for use of 
sponsors and agencies who wish 
;to do research in color tv at the 
|Telecenter, 205 E. 67th St., New 
‘York. 


Ruby Lane to Fredericks 

Ruby Lane Stores, New York, 
sportswear and lingerie chain, has 
appointed Sheldon Fredericks Ad- 
vertising, New York, to direct a 
newspaper campaign for its 17 
shops. 


YOU CAN’T PREDICT 
the day when someone 
will accuse you of | 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES © CLIENTS 
all can have 
INSURANCE 


against this hazard, at very little expense. 
it's smart to have our special policy 


AND BE PROTECTED 
WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 
CORPORATION 


NSURANCE EXCHANGE 
KANSAS CITY, MISSOURI : 


Sources on request 


branch office at 562 Fifth Ave. 


KN? 


NEWS IS 
GOOD NEWS IN 
LOS ANGELES! 


Twelve of the thirteen top-rated daytime 
Los Angeles radio programs (according to Pulse) 
are KNX programs! 


Six of the twelve are KNX news programs! 


Five of the six are KNX locally produced 


news programs! 


And these five quarter-hour local KNX news 
strips command an average rating of 5.6... 
deliver an average of 238,670 in-and-out-of-home 
listeners per quarter-hour every day! 


For details about top-rated news programs on 
the most listened-to station in Southern 
California, call KNX or CBS Radio Spot Sales. 


CBS OWNED e LOS ANGELES e 50,000 WATTS KNX 
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Readers React to Woolf's 
‘Statistical Man’ 


To the Editor: James D. Woolf’s 
article, “I Have Little Faith in the 
Statistical Man” (AA, June 28), 
was so delightful I just wanted 
you to know how much I enjoyed 
it. 

I have been writing copy at 
Foote, Cone & Belding for less 
than a year, and I decided at the 
beginning I couldn’t read every- 
thing, so I just read Mr. Woolf’s 
column and that seems to do it. 

He always says something sane 
and lovely, and so far hasn’t given 
me a bum steer! 

HELEN GURLEY, 

Foote, Cone & Belding, Los 

Angeles. 


To the Editor: It may sound like 
heresy for a research man to agree 
with the position taken by Mr. 
Woolf in his article, “I Have Little 
Faith in the Statistical Man.” 

While his arguments are strong, 
valid and convincing—even to 


5138 Police Chiefs buy: 
Radar Speed Checks 


1475 Broadway, New York City 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


me—lI must advance the following 
thesis: 

As a researcher, I do not ask 
the creative departments of the 
agency to blindly follow in the 
footsteps of the “statistical man” 
or even to accept the “statistical 
man” as being representative of 
the whole. To do so would be to 
aseribe to research the power of 
the “Almighty” who can do no 
wrong. 

My faith in the “statistical man” 
is akin to my faith in a good com- 
pass. It points the way; it tells me 
the direction that I should take. 
My choice of vehicle, be it auto, 
bus, train, plane or even horse 
cart, may have been all wrong. 
But this does not mean that the 
direction in which I was going 
was wrong. 

I feel certain that no honest re- 
searcher worthy of the name 
would have unbounded faith in 
the “statistical man.” And there- 
fore my attack, not defense, rests 
upon the definition of research as 
given by Webster, namely: 

1. A searching for something 
with care and diligence; 

2. Careful or critical examina- 
tion in seeking facts or principles. 

Please note that nothing has 
been said about interpretation. 
“Figures don’t lie, but liars fig- 
ure.” I now feel better; I have 
“defended” research. 

HAROLD P. SCHEINKOPF, 


Research Manager, James 
Thomas Chirurg Co., Boston. 


To the Editor: The level of ex-|}, 


cellence of Mr. Woolf’s weekly ar- 
ticles in ADVERTISING AGE has 
always been high, but he really 
topped it with his article entitled 
“I Have Little Faith in the Statis- 


page recipes.” 


“All right, wise guy. You said Newark Sun- 
day News 63% coverage out here in Den- 
ville wouldn’t mean a thing. Now we’re 
getting our brains hammered out with 
vacuum cleaners, piano lessons and food 


Tours 


Doiky ance Sunden 


Represented nationally by O'Mara & Ormsbee, Inc. 


NEWARK, NEW 


tical Man.” He has expressed very 
well what I have often thought 
about the worth of surveys. It 
seems to me that most of the 
world’s progress in science, inven- 
tions, music, literature, art or any- 
thing else... has been made be- 
cause it filled wants that were not 
even recognized by the public at 
large and would have been re- 
jected if a survey had been made 
to get [the public’s] opinion. 
I agree with Mr. Woolf that it 
all boils down to the exercise of 
mature judgment as to how a 
campaign or slogan will be re- 
ceived. I have a hunch that most 
of the reliance placed by manage- 
ment on surveys of one kind or 
another is rooted in a reluctance 
to take responsibility on their 
own. 

Davip BLAND, 
Director of Advertising, G. 
Krueger Brewing Co., New- 
ark, N. J. 


More for the Money 

To the Editor: So help us! The 
inference suggested by the adv- 
editorial combination in the en- 


closed tear sheet was entirely ac- 
cidental. 

Comment: How to make a 1/3 
page ad do the work of a full 


= | ories, 


pager! The production clerk 
squirmed. 
ERNIE BRATLIE, 
Industrial Publications, Chi- 
cago. 


Milk, Not Cream, Accounts 
for Caloric Difference 


To the Editor: On Page 36 of 
the July 19 issue of ADVERTISING 
AGE, you carried an article head- 
lined “Calories?—Tea Has Least 
of All, Tea Council Discovers.” 
The next to the last paragraph 
contains some very, very strange 
figures. 

The paragraph to which we re- 
fer reads: 

“Six ounces of hot coffee, ac- 
cording to the test, showed 11 cal- 
ories, plus 16 calories for each 
teaspoon of sugar, plus 30 calories 
for each one half ounce of cream. 
Thus, six ounces of hot coffee plus 
a teaspoon of sugar and one half 
ounce of cream equal 57 calories. 
Six ounces of hot tea plus one 
teaspoon of sugar and one half 
ounce of cream equal 29 calories, 
the report said.” 

According to our calculations, 
you are shy just about 21 calories 
for a six ounce cup of hot tea with 
one teaspoon of sugar and one 
half ounce of cream. Look at the 
figures below: 


Calories 
6 ounces hot coffee ................ 1l 
1 teaspoon sugar 16 
57 


6 ounces hot tea 4 
1 teaspoon sugar 16 
ounce cream 30 
50 


Since we know the people at 
the Tea Council would never coun- 
tenance any such misrepresenta- 
tion, we can assume only that 
someone on the staff of ADVERTIS- 
ING AGE should go back to ele- 
mentary school. 

Don’t you think a correction is 
in order? 

CHARLES G. LINDSAY, 
Manager, Pan-American Cof- 
fee Bureau, New York. 

The fault is AA’s, with an as- 
sist from the Tea Council, which 
made a rapid shift from cream in 
coffee to milk in tea. Substituting 
4 ounce milk for % ounce cream 
in the tea lineup provides 29 cal- 
according to Tea Council 
reckoning, against 57 for coffee 
with cream. If the tea drinker ine 
advertently uses cream instead of 
milk, Mr. Lindsay’s calorie count 
is correct. 
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Happens to the Best Cooks 

To the Editor: I was quite in- 
terested in Continental Lithograph 
Corp.’s advertisement on Page 62 
of your edition of July 19. 

The illustration is a 24-sheet 
poster containing the line of copy: 
“The Best Cooks way to QUICK 
MEALS.” 

According to Continental’s ad- 
vertisement the poster was “de- 
signed for Stokely-Van Camp Inc. 
by Calkins & Hoiden Inc. [and] 
lithographed by Continental.” 

Okay. But who is responsible for 
leaving off the apostrophe which 
should follow ‘Cooks’? 

Maurice D. WALSH JR., 
Gulfport, Miss. 


Special Appeal 
To the Editor: How’s this for 
going after a specialized market? 


ATTENTION 
THIEVES 


It will save you a lot of trouble when you realize 
that WE DON'T KEEP MONEY IN OUR PLACE 
AFTER CLOSING HOURS. However, those of 
you who will persist in attempted robbery at our 
place, will be greeted with a jarring surprise. If 
you are immune to electricity, we invite you to 
try again. WARNING!--To law-abiding citizens. 
DONT TOUCH ANY DOOR OR WINDOW 
AROUND OUR BUILDING ANYTIME AFTER 
DARK. 


HOCKER POWER BRAKE 


THIRD & INGLE & WALNUT at KENTUCKY 


The ad appeared in the Evansville 
Courier. 
FreD W. MYERs, 
Faultless Caster Corp., Evans- 
ville, Ind. 
* 

Tire Dealers’ Wives Have 
Part in Conventions 

To the Editor: The July 12 is- 
sue of ADVERTISING AGE had an 
editorial entitled “Are Conventions 
Social Events.” We of the tire 
dealers put on one of the larger 


ANNOUNCEMENT 


SAM GOLD 


Formerly vice-president Einson-Freeman Co., Inc 


Announces the formation of 


SAM GOLD AND ASSOCIATES 


Specializing in original and unique 


Child-appeal and Adult 
Premium Promotions 


SAM GOLD AND ASSOCIATES 


Offices: 21 West Illinois Street 


Chicago 10, Ill. 


MOhawk 4-6102 


62 
3 
Compare 
| Girls, Gags Win Contractors and 
tnfluence Architects, Says Dealer 

Call WAbash 2-8655. and ask: for 
job. Quick pick-up and de- 
. of experienced personnel, charges 
| \ & | always in line. THE LETTER SHOP, . 
\ A Inc., 431 S. Dearborn St., Chicago 5. 
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conventions in the country with 
over 3,000 persons in attendance, 
better than 100 exhibits and have 
a convention that becomes a focal 
point for a whole industry. It oc- 
curs to me that in your editorial 
you may have missed some of the 
more pertinent facts about con- 
ventions or possibly it was your 
misfortune to attend some poorly 
planned conventions. 

At any rate, we for one, feel 
that the appearance of the wife 
contributes a great deal to the suc- 
cess of a meeting and we sincerely 
plan a ladies’ program which will 
entice Mrs. Tire Dealer to be with 
us. We find that in her coming 
she develops an interest, and the 
friendships which she makes there 
prompts her coming back over the 
years. It is a holiday from the 
routine of everyday living and 
gives her a chance to take a va- 
cation that, to her husband, might 
be nothing more than a business 
trip. At the same time, she ex- 
poses herself to his business and 
sees exhibits, asks questions and 
takes a deeper and greater inter- 
est in his affairs. 

She gets a chance to meet some 
of the big guns of the industry and 
it makes quite an impression. The 
wisdom of that is shown in more 
than one case in the course of the 
ensuing months. Conventions, too, 
even though they have a great deal 
of social side predominant in them, 
provide an opportunity for fellow- 
ship and relationship within the 
industry that it is impossible to 
get from any other place or any 
other medium. Neither are these 
social functions without purpose. 

In fact, the very theme of our 


convention is: “The profit im- 
provement program for the men 
who know tires best.’’ It is just 
that. It is our every intention to 
make it that. And if we fail short 
of the target it is not because of 
the lack of thought on the subject, 
because it does become the very 
focal point of our planning. 

This letter is sent to you, not in 
any sense as a rebuttal to your 
argument, but merely to point out 
some facet of this thing that you 
might not otherwise have consid- 
ered and also with an invitation 
that you might want to visit our 
convention, which will be in Chi- 
cago on Oct. 24 to 27. We would 
be happy to have you with us and 
would be very pleased to show 
you about and show you how we 
try to make this thing work. 

W. W. Marsa, 

Executive Secretary, National 

Assn. of Independent Tire 

Dealers, Washington, D. C. 


‘No Worse for Wear & Tear’ 
of Conventions, Adman Says 


To the Editor: We have just com- 
pleted the second reading of your 
editorial comments on conventions 
in the July 12 issue... 

We wonder if you are developing 
an ulcer, or perhaps are struggling 
along with one for reasons best 
known to yourself? Either condi- 
tion might account for that “sour 
puss” note injected in the body of 
your copy... 

We have been attending conven- 
tions and special sessions of news-: 
paper people for years, and really 
feel none the worse for their wear 
and tear. 

Some of them have, of course, 


(A Two-Minute Tale for 


She pushes doorbells—makes 


Hundreds of oe sell- 
ing an almost endless variety 
of goods and services are 
switching to Direct Selling to 
reach new heights. Instead of 


RECESSION, my foot!” 


Said the Red-Headed Sales Girl 
as She Chalked Up Another $1,000 Week 


Who Want Their Volume to Go UP instead of DOWN) 


We'll call her Alice Smith. But she’s not the kind of sales girl 
you think. She doesn’t work behind a counter. She’s in busi- 
ness for herself, selling a line of cosmetics for one of the 
biggest names in America. And she sells house-to-house. Does 
she sit back and wait for business to come to her? Not Alice! 


tomers right in their homes. She creates business! 

Alice Smith’s annual sales will run around $50,000.00. She'll 
make an income many a sales manager would envy. She’s been 
doing it for years. And Alice Smith has thousands of sisters, 
women all over America, for whom the word “Recession’ 
doesn’t exist. Together they have built one of the greatest in- 
stitutions of its kind in the world—a company with steadily 
mounting sales and profits, right in the face of slipping vol- 
ume for everyone else in the industry. 


TAKE A LOOK AT DIRECT SELLING 


Frightened Business Men 


demonstrations—sells her cus- 


sold in the millions direct to 
the users by hard hitting or- 
of Independent 

alespeople who do not wait 
for sales, but go out and 


floundered at times in their pro- 
gramming, and, like death and 
taxes, we will always have the 
“play boys” to contend with. Yet 
we feel that the vast majority of 
those we have mingled with over 
the years at these gatherings have 
sincerely put their shoulders to the 
wheel of the program, accom- 
plished much for themselves and 
for their firm, and returned home 
rich in experiences, new ideas, and 
new vigor and drive for battles 
which are their problems to solve 
in this business. 

So far this summer we have at- 
tended several conventions and 
just returned from one at which 
the attendance was made up of 
people in the newspaper business. 

They were all good conventions, 
in our opinion, at which most ev- 
eryone came away with something 
of value in his, or her, particular 
activity within the profession. 
Many families accompanied their 
old men to the gatherings, and the 
usual “super-duper” annual ban- 
quets which you mention were a 
part of the program. They were 
pleasant events as family meals 
should be. They were reassuring. 
There was a warmth to them after 
the day’s round-table discussions, 
conferences, speeches and what- 
not, and a far-cry from the quick 
lunch back at the “old grind” 
where we know we were headed 
with all these new ideas crammed 
in our weary heads to get more 
linage, more readers, more sales 
and fewer banquets. 

One thing we noticed at these 
recent gatherings was the scarcity 
of agency men on the program to 
tell us what was wrong with news- 
papers. There’s plenty of room for 
improvement, as we all know, but 


one else tell us about it for a 
change. We may be imagining this, 
but since the Duane Jones case, 
which was so well covered in Ap- 


had less lectures from agency 
men... 


depending on lazy retailers, 
on sluggish wholesalers, they 
use thousands of men and 
women engaged in Direct 
Selling to go after business 
with bare knuckles. This 
method of selling is as old as 
selling itself. Not only cos- 
metics, but wearing apparel, 
brushes, dinnerware, greeting 
ecards, specialties, vacuum 
cleaners and other household 
appliances, insurance, and a 
host of other products are 


create sales. Makers of office 
supplies, business services, 
office and factory equipment, 
and _ industrial specialties 
have also found an easy path 
to volume and profits in Di- 
rect Selling. The millions of 
men and women engaged in 
this most American calling 
of all—independent salesman- 
ship—represent the great 
hope for continued prosperity 
in a world of rapid changes 
in distribution. 


TAKE A LOOK AT DIRECT SELLING! 
No Obligation 


Opportunity Magazine is the pioneer pub- 
lication serving more than 300,000 active 
independent salesmen and saleswomen 

. ready to sell your product and your 
| service direct! For free copy, and proof- 
, booklet, write for details today on your 
\ letterhead. Address Dept. A-176. 


SALESMAN’S 


OPPORTUNITY 


28 E. Jackson Bivd., Chicago 4, Illinois 


jof newspaper men and women. 


chine. 
| Oh, yes; if you do have ulcers 


—it works miracles...we know.. 
we tried it. 
Forrest E. DOUCETTE, 
Advertising Manager, The 
News, Brawley, Cal. 


Says Printed Report Beats 
Convention Attendance 


was certainly to the point. 


venient for the serious-minded 
visitors to conventions to give up 
attendance and wait for the print- 
ed proceedings. 
Tom NOKEs, 
Johnstown Poster Advertising 
Co., Johnstown, Pa. 


Adman Seeks Information, 
Not Golf, at Conventions 
To the Editor: I heartily agree 
with your editorial “Are Conven- 
tions Social Events?” 
Frankly, I am getting a little 
tired of these so-called business 
meetings which turn out to be golf 
tournaments and so forth. 
I think I am capable of deciding 
what I want to do in a social way, 
and really attend these various 
conventions to try and pick up 
some information that would help 
me a little in my work. 
NAME WITHHELD By REQUEST 


Uses ‘Conventions’ Editorial 


it is most refreshing to have some-- 


VERTISING AGE, it seems we have 


Perhaps we have missed some- 
thing, but to date we have not 
found ourselves in attendance at 
any great time-wasting conventions 


But we have found ourselves at 
‘many meetings of Rotary, Kiwanis, 
‘Lions, etc., where the speaker of 
the day never could get the slides 
‘right-side-up in his projection ma- 


try a high protein diet for 14 days 


To the Editor: Your editorial on 
conventions in the July 12 issue 


It has become much more con- 


issue of ADVERTISING AGE you pub- 
lished an editorial that is timely 
and factual. Permission to repub- 
lish it in my own Newsletter, with 


solicited. 

BILL PLOWFIELD, 
The Industrial Housekeeping 
Safety Guild Inc., Philadelphia. 

» 
Sweet 
Dear C. M.: 
Thanks. 

R. P. OLMSTEAD, 

Vice-President, Kellogg Co., 
Battle Creek, Mich. 
Shortest letter ever received by 
AA is addressed to Creative Man; 
refers to kind comments by C. M. 
on Kellogg advertising, July 19 
issue. 


Gladys—Take It Off! 

To the Editor: As one of Gladys 
the Beautiful Receptionist’s en- 
thusiastic fans, I hate to see her 
sweltering in her heavy winter 
coat in mid-July. 

My male cohorts here at the 


a credit line of your creation, is 


agency suggest that you pose 
Gladys in some summer attire... 
a bathing suit, preferably! 
ANN EVANS, 
Copy Department, Lewis Ed- 
win Ryan Advertising, Wash- 
ington, D. C. 


When you BUILD a new home 
the odds are in your favor that 
THE 

ARCHITECT 
who 


designs it 


for you 
reads 


house+home 


the greatest influence in homebuilding 
DESIGN CONSTRUCTION FINANCE > SALES » MODERNIZATION 


Say—those new ads for 
Wilson’s meats really get home 
to you, don’t they? 


That’s because 
Needham, Louis & Brorby*® 
knows how to dramatize a 
product—even as familiar 
a one as meat. 


Campbell Soup Company 
The Eagle-Picher Company 
S. C. Johnson & Son, Inc. 
Kraft Foods Company 


Macwhyte Company 
Monsanto Chemical Company 


135 South La Salle 


To the Editor: In your July 12 


Cummins Engine Company, Inc. 


Household Finance Corporation 


* Here are the clients of Needham, Louis & Brorby... 


Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 

Wieboldt Stores, Inc. 

Wilson & Co., Inc. 


Wilson Sporting Goods Co. 
NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


Street, Chicago 3, Illinois 


Chicago 


New York + Hollywood 


Toronto 
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294 and 295—Maurice H. Needham (right), president of Needham, 

Louis & Brorby, Chicago, welcomes his agency’s two newest em- 

ployes—No. 294 and No. 295—at an all-male gathering designed to 

help the 40 new employes hired this year get to know their fellow 

staffers better. No. 294 at left is Jim Roos and No. 295 is Ralph 
Allison. 


WILD AND WOOLY—California Brewing Co., San Francisco, graphically 
illustrates its “flavor of the West” theme for its California Gold 
Label beer on its delivery trucks and through its drivers’ costumes. 


Jackson 


Bland 
Larned Hutchinson 


Plumb Henry Bull 


HUDDLE—Looking over a promotional piece with a 
football theme for the fall tie-in of Pet Milk Co. and 
California’s cling peach industry, featuring “All- 
Star Cling Peach Whip,” are Stanley Plumb, Cling 
Peach Advisory Board’s ad and sales promotion 
manager; Ray Henry, Pet Milk sales manager; Don 


Schwinn Aldridge Paxson 


AT FAAG PARLEY—Newell Schwinn, Columbia Broadcasting System, 
Chicago, and S. R. Bernstein, editor of Advertising Age, two of the 
speakers at the annual meeting of First Advertising Agency Group, 
check the program with A. E. Aldridge, Philadelphia, new president 
of the group, and Howard Paxson, Benton Harbor, Mich., new 


FAAG v.p. 


proSiT—Betty Gillett, a member of the musical, “Wonderful Town,” 
was down at the railroad station to greet King Gambrinus when he 
came to Chicago. Ordinarily he perches atop tive Pabst brewery in 
Milwaukee, but he left his roost for the first time to spend two weeks 
in the window of Toffenetti’s Restaurant for a King Gambrinus Fes- 


Ash 
West 


Jones 


Ellis Vaughan 
Bull, grower-member of the board’s ad committee; 
Corydon Jones, sales manager, Pratt Low; Gordon 
Ellis, Pet Milk merchandising director, and Burton 
Vaughan, account representative, Batten, Barton, 
Durstine & Osborn, the board’s agency. The drive 
kicks off in magazines and newspapers on Oct. 18. 


Bernstein 


tival sponsored by the restaurant. 


ON THE DOTTED LINE—Signing agreements for the pub- 
lication of a new 300-page book on “Advertising at 
the Point-of-Purchase” (to be published early next 
year by the Assn. of National Advertisers with the 
cooperation of the Point-of-Purchase Advertising 
Institute) are William E. Larned, v.p., McGraw- 
Hill; Donald S. Hutchinson, v.p., Lutz & Sheink- 


man, and president of POPAI, and Paul West, ANA 


‘president. Looking on are Norton Jackson, execu- 


tive director of POPAI; David Bland, advertising 
manager, G. Krueger Brewing Co., and chairman 
of ANA’s display committee, and Walter Ash, v.p., 
Consolidated Lithographing Corp., chairman of 
POPAI’s executive committee. 


SS 


MOTORIZED MAILMEN—Postmaster General Arthur Summerfield and 

Deputy Postmaster General Charles R. Hook Jr. show off models 

of Post Office vehicles now going into use for more efficient mail 

movement. All of the new vehicles are painted red, white and blue 
instead of the old olive drab. 


‘ 
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The COMPANI 


reaches more 
married women 


than any other 
magazine’... 


These women have larger families...more children. They are your best 


customers... buying more now than they ever have or ever will again...and 


they depend on the COMPANION! To find out how important they are to you, 


get in touch with your COMPANION representative. 


* SOURCE: From the latest Starch Consumer Magazine Report 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVE., N.Y. 19, N. Y.—PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE, AND COLLIER’S ENCYCLOPEDIA 
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You toKuow Ben Donaldson 


Ben R. Donaldson, Ford Motor moved in ever-widening institu-_ 


Co.’s newly-appointed director of tional circles rather than in direct 
institutional advertising, noted his product work. For example, Ben 
35th anniversary with the com- Donaldson was mainly responsible 
pany a few months ago in what, ' oa 
for him, was typical fashion—he institutional advertising during 
missed the party. Ford’s 50th anniversary observ- 

Top Ford officials had a gold ance last year. At the same time, 
watch ready for presentation on product advertising was increas- 
March 17, the date he completed ingly taken over by Ford’s three 
his 35th year. Mr. Donaldson, auto divisions. 


for the “American Road” series of | 


however, was in Hot Springs for 
the spring meeting of the Assn. of 
National Advertisers, of which he 
is chairman, and the ceremony 
had to await his return to Dear- 
born five days later. 

The latest peak in his long Ford 
career—appointment to the new- | 
ly-created position of director of 
institutional advertising (AA, July | 
5)—was a move that served only | 
to formalize his major activities | 
during the past several years. 


= Since 1945, he had been director 


He also supervised the com- 
pany’s two-hour television show 
of 1953, a high water mark in 
quality television. 

Mr. Donaldson’s early years 
gave little indication of what was 
to come. He was born on a farm 
near Sunfield, Mich., on July 18. 
1893, and received his formal ed- 
ucation at Western Michigan Col- 
lege of Education. This led, quite 
naturally, to a teaching position. 
This could have been a lifetime 
profession but he found it pretty 
discouraging when “some of the 


of advertising and sales promo-| pupils were older than I was.” 
tion for the company, but had ; 
s From teaching, he went to a 
job with the Railway Mail Serv- 
ice at the Detroit Terminal Rail- 
way post office, totally unaware 
that it actually was going to be a 
'side-door entrance to Ford Motor 


When you BUILD a new home 
the odds are in your favor that 


Co. 

THE The late Henry Ford's experi- 
CONTRACTOR ment in magazine publishing was 
"i in trouble in that year of 1919. 

who The “Dearborn Independent,” a 
company-owned weekly, had a 

builds it circulation of 200,000, and the vol- 
ume was just too great for Dear- 

for you born Village’s third class post of- 
fice. Weekly mailings of the 

reads “Independent” came like an inun- 


dation and the company hired 
Donaldson away from civil service 
to solve the problem. His post of- 
fice experience provided the back- 
ground to solve the mailing prob- 


TOPS IN 
NEWS VOLUME 


_ EVENING AND SUNDAY PAPER 


ALL NEWSPAPERS 


1953 News Linage* 
1. Los Angeles Times (M&S) 26,185,919 
2. New York Times (M&S) 24,090,572 
3. New York Herald-Tribune (MGS) 21,532,889 


4. Oakland Tribune ... (EGS) 21,514,885 


“Every Great Market Has a Great Newspaper” 


house+home 


the greatest influence in homebuilding 
DESIGN + CONSTRUCTION + FINANCE + SALES » MODERNIZATION 


The Oakland Tribune tops all northern California papers with 
MORE NEWS, LARGER HOME-DELIVERED CIRCULATION, and 
GREATER RETAIL, GENERAL & AUTOMOTIVE ADVERTISING. 


You'll find more reader interest and advertising acceptance in the 
Billion-Dollar Metropolitan Oakland Area Market. 


*Source: Media Records 


Ben Donaldson 


lem and his Ford career was 
launched. 

Fred Black, business manager 
of the “Independent,” described 
Ben Donaldson as “a good man, 
no matter what the job” and in 
short order moved him to the 
newspaper’s editorial side. From 
that point, Donaldson’s rise was 
rapid: His mixture of persistence, 
good humor and tremendous en- 
ergy carried him first into the as- 
sistant editorship of the “Inde- 
pendent,” then to editorship of 
all company publications. 


= Job overlapping was the rule 
rather than the exception in those 
days and Mr. Donaldson soon 
found himself handling program- 
ming and announcing for WWI, 
Henry Ford’s radio station, es- 
tablished in 1919. The radio stu- 
dios were on the second floor of 
the company’s first Dearborn 
tractor plant. 

As one of the nation’s first com- 
mercial announcers, Ben Donald- 
son introduced singers and speak- 
ers every Wednesday night for the 
station’s one-hour program. Fi- 
nally, after long deliberation, Mr. 
Ford allowed the station’s license 
to lapse in 1925. 

Mr. Donaldson was named to 
handle Fordson tractor advertis- 
ing in 1927 and subsequently be- 
came manager of export advertis- 
ing and then headed the com- 
pany’s truck advertising program. 
He made tours of Europe and of 
South America in connection with 
his export advertising position 
and became interested in one of 
his major hobbies—photography. 
He took many photos and had 
them made into slides, and upon 
his return, was in great demand 
by church and luncheon organiza- 
tions as a lecturer on the countries 
which he had visited. 
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The Chicago World’s Fair of 
1933 found him handling all Ford 
advertising promotion for that 
event. He held a similar position 
during the 1939 New York World 
Fair. During World War II, he 
directed the writing of Ford’s his- 
tory in that conflict, a project of 
more than 500,000 words. 


and the U. S. Chamber of Com- 
merce. 

His Ford associates feel he is 
superbly qualified to handle his 
new position as director of insti- 
tutional advertising because of 
his long association with the com- 
pany, his personal acquaintance 
with three generations of the 
Ford family and his continuing 
work in both the application and 
formation of company policy. 

For his part, Donaldson believes 
his new position offers “far great- 
er opportunity than a similar ca- 
pacity with any other firm.” He 
is expected to announce in a few 
weeks institutional ad plans to 
supplement Ford’s participation 
in NBC’s series of 90-minute color 
spectaculars. 


# Ben Donaldson is short, dapper, 
impeccably neat and addicted to 
bow ties. Other men in the busi- 
ness refer to him as one of the 
nation’s outstanding advertising 
men and this accolade he attrib- 
utes to four advertising criteria: 
Tell the truth, inform the con- 
sumer, conform to good taste, and 
achieve a balance between poten- 
tial economic gain and social re- 
sponsibility. 

Like most busy men, he still 
finds time for his hobbies—pho- 
tography, which has grown to the 
point where he makes his own 
Christmas cards; woodworking, 
and the collection of old Bibles. 

He has a Bible collection that 
is the envy of other collectors. 


Hughes Named Exec. V. P. 


John Philips Advertising Co., 
Bloomfield, N. J., has named G. 
Hutton Hughes exec. v.p. A v.p. of 
the agency for the past year, Mr. 
Hughes will be in charge of the 
Easton, Pa., branch office. 


The more than 500 volumes are 
his pride and joy and include 
such rarities as a complete manu- 
script Bible dating back to 1225 
A.D., a copy of the Aitken Bible 
—the first English Bible printed 
in America of which only 32 
copies are known to exist—a leaf 
from the Gutenberg Bible and 
many first editions. 

He admits quite frankly that 
his two outdoor hobbies are gross- 
ly neglected. Donaldson is a 
“once-a-year” golfer and has a 
long-range project in mind to step 
this up to two games a year. He 
also would like to spend more 
time at the family cottage on Cav- 
anaugh Lake, some 50 miles 
northwest of Dearborn, but man- 
ages only a few days at most 
there each summer. 


= Whenever possible a family re- 
union brings home sons Wilbur, 
a Ford dealer at Bryan, O., and 
David, a physician at Massachu- 
setts General Hospital. 
Donaldson has been a member 
of ANA since 1944, when he was 
appointed Ford delegate to the 
association. He was made a mem- 
ber of the ANA board in 1948 and 
was elected chairman last Octo- 
ber. He is a past president of the 
Adcraft Club of Detroit, currently 
is treasurer of the Advertising 
Foundation of America, and 
serves on committees of the Ad- 
vertising Research Foundation 


COME ON, 
BABY... DOLLY 
UP, PAN RIGHT, 
AND DISSOLVE. 


Oakland. Tribune 


CRESMER & WOODWARD, | 


esentatives Inc 


- 


FRED CAN'T EVER 

FORGET HE'S ATV 
PRODUCER. 


MATS PLASTIC PLATES ELECTROTYPES 


hoqresswe MATRIX COMPANY 


| WAbosh 2.1204 * 517 SOUTH JEFFERSON ST., CHICAGO 7, ILL. 


We believe most any survey you want 
to make will prove that TRADE NAMES 
are responsible for as high as 50% 
of the sales of most items. 


Whether applied to a single product 
or a line of related products, TWO 
kinds of sales are cultivated: 


The sale made because of familiarity 
and confidence in the name itself. 


The REPEAT sale because the name is 
associated with satisfactory use. 


In your advertising, in your literature, 
on your products the identifying em- 
blem “Accepted for advertising in 
TODAY’S HEALTH, published by the 
American Medical Association” will 
make your merchandising more effec- 


tive. 
roe 
ADVERTISING 


today’s health 


It enables you to tie up your selling 
efforts at the POINT-OF-SALE. 

There are at least eight ways the 
Today’s Health emblem can help you 
sell. Learn about them—Ask for the 
Today’s Health DATA FILE. 


ished by the American Medical As 
535 N Dearborn St, Chicago 10, ill 


! 
| | 
| 
} a ‘ 
| 
2 
| — 
* 
| 
| 
4 
| 
~ 
ip 
| 
| health 
| ro) 
| . ‘ 
| ‘ 
| 
Compan 
| 
a 


Advertising Age, August 2, 1954 


' Disagreement on Topic Foils Trade Meeting 
of Auto Dealers, Manufacturers and FTC 


WASHINGTON, July 29—This is 
the day the automobile dealers 
planned to sit down with manu- 
facturers and the Federal Trade 
Commission in an effort to iron 
out some of the trade practices 
which are supposed to be con- 
tributing to the financial woes of 
dealers. 

But the conference has been 
called off, and dealers feel they 
have been “deflected” by the FTC. 

The conference idea had strong 
appeal to Frederick Bell, exec. 
v.p. of the National Automobile 
Dealers Assn. With an increasing 
number of car buyers going to 
the factory in order to avoid de- 
livery cost, his members have be- 
come acutely concerned about the 
fact that freight, computed on dis- 
tance from Detroit, is included in 
new car prices, even though the 
vehicle may be assembled at a 
branch plant directly across the 
street from the dealer’s showroom. 


= He invited manufacturers and 
FTC members to sit down with 
dealers at a conference which 
would “provide the time and the 
place for all cards to be put on 
the table in an atmosphere of 
dignity and restraint.” 

On July 19, however, Mr. Bell 
received a letter from FTC chair- 
man Edward Howrey, who said 
he thought the conference should 
consider much more than phantom 
freight. Specifically, he thought 
the dealers ought to go into a 
whole array of problems and con- 
sider the desirability of holding 
a trade practice conference under 
the established procedures of FTC. 
= “He suggested further,” Mr. 
Bell reported, “that such a trade 
practice conference should be 
broad enough to cover the entire 
field of manufacturer-dealer re- 
lationships, as well as the rela- 
tionships of each of these to the 
public. 

“He added that, ‘prior to under- 
taking such a conference, the com- 
mission would first ascertain from 
the Department of Justice whether 


'pending before Congress have been 


the holding of such a conference 
would in any way conflict or in- 
terfere with any matter now pend- 
ing before the Department of Jus- 
tice,’” 

ADVERTISING AGE learned the 
Howrey letter specified the full 
application of the Robinson-Pat- 
man Act to the industry should be 
considered, including full-line 
forcing and exclusive dealer ar- 
rangements, illegal duress, and 
misrepresentation and false and 
misleading advertising. The items 
mentioned were illustrative. The 
letter explained conferences of 
this type must not be limited, but 
must be prepared to go into all 
matters of concern to the indus- 
try and the commission. 


= The NADA report to its mem- 
bers pointed out recent congres- 
sional hearings on dealer-spon- 
sored legislation to eliminate 
phantom freight (H.R. 9917), 
sponsored by Rep. Carl Hinshaw 
(R., Cal.), and to legalize “anti- 
bootlegging” clauses in manufac- 
turer-dealer franchise contracts 
(S. 3596 and H.R. 9769), as anoth- 
er reason which “leads us to be- 
lieve that our freight conference 
proposed for July 29, and the al- 
ternative trade practice conference 
suggested by Mr. Howrey, should 
not be held at this time. 

“It has been and continues to 
be our sincere desire to employ 
the conference table approach to 
those matters requiring the at- 
tention of manufacturer and deal- 
er alike and certainly it is our 
belief that this should be the first 
step to be taken in resolving in- 
dustry problems. 

“When, as in the present case, 
our plans have been deflected by 
conditions beyond our control, we 
deem it desirable to defer pur- 
suing the subject until the bills 


resolved.” 

The House interstate commerce 
committee today approved the 
Hinshaw bill and an anti-bootleg 
bill proposed by Rep. Shepard J. 
Crumpacker (R., Ind.). 


Spot Reps Find Mogul's Call for Retail 
Rates ‘Out of Touch with Time Buying’ 


New York, July 28—The second 
in the summer series of skirmishes 
between Emil Mogul Co. and sta- 
tion representatives was staged 
here today. 

As in the first contest a couple 
of weeks ago (AA, July 19), it 
was hard to tell who, if anybody, 
won. 

This week’s meeting was a 
luncheon to which Emil Mogul 
had been invited by the Station 
Representatives Assn. to hear a 
presentation on spot radio. This 
invitation was tendered at the 
earlier meeting he called to ex- 
plain to reps how his agency buys 
radio time. That meeting, in turn, 
was prompted by representatives’ 


warning to their stations to be-|~ 


ware of Mogul men who try to buy 
direct for national accounts at a 
local rate. 


= Today’s get-together was a 
peaceful one until Mr. Mogul of- 
fered some advice to the repre- 
sentatives on how they could clean 
their own house of the “bad ac- 
tors” in the business. When he 
was given the floor, the agency 
head warned that he was going 
“to let his hair down” in the hopes 
that something constructive could 
come out of the session. 

He said he had not made his 
position clear on July 13 when 
the press reported that he was in 
favor of a single radio rate for 
retailers and national advertisers 
(AA, July 19). 

“There should be a retail rate 


apart from the national rate,” Mr. 
Mogul said. “It’s to your best in- 
terest to work for a retail rate. 
Most of the stations with one rate 
don’t do a good retail job locally. 
The bigger stations and the net- 
work stations with a single rate 
have attracted very little retail 
business and they will attract lit- 
tle.” 

He continued: “It’s my consid- 
ered judgment that radio can do 
a good job for retailers and de- 


BEATRICE STETSKY has been appointed 
advertising manager of Mooresville 
Mills, Mooresville, N. C. She suc- 
ceeds Darwin Heath, who has 
joined Woman’s Day as plans re- 
search manager. Miss Stetsky, who 
joined the company early this year, 
was formerly on the merchandising 
staff of Doherty, Clifford, Steers 


What a 
royal welcome 
you gave 


Tre age. we presented to you mew tive that our 

enquneess and (re tans had 

mete 


THANKS—U, S. Rubber Co., New York, ran this spread in Life, The 

Saturday Evening Post and This Week Magazine thanking U. S. 

motorists for their reception of the company’s new U. S. Royal 8 

tires, introduced last May (AA, May 31). Fletcher D. Richards Inc. 
is the U. S. Royal agency. 


|mittee had just completed a study 
'|which indicated “that in most in- 


| hurt.” 


NEw York, July 29—Motorola— 
with a 19” color receiver in pro- 
duction now—plans to put real 
promotion behind the set, although 
only about 25,000 will be produced 
before Christmas. 

A four-color spread in the Aug. 
30 Life will carry the announce- 
ment of the sets (some models for 
as little as $895) but it will prob- 
ably be preceded in three mar- 
kets—New York, Chicago and Los 
Angeles—by full-page newspaper 
ads ahead of the Aug. 22 “Toast of 
the Town” show on CBS. 

After that, factory-paid ads and 
distributor co-op ads will be run- 
ning in an additional 35 markets, 
the markets Motorola now believes 
will be handling the color broad- 
casts. Also, in these 38 markets— 
provided the space is available— 
Motorola expects to have 100 
showings in outdoor posters during 
October and November. Informa- 
tion on color broadcasts will be 
worked into the local advertising 
copy as it becomes available, and 
there will be factory-conducted 
sales meetings with dealers in each 
area as the color sets come in. 


= Motorola h+s set up a sizable 
promotion on ‘is conventional sets, 


Motorola Plans Big Promotion for 
Its 19" Color Television Receiver 


using a “big look” theme. The 
drive includes a three-page inser- 
tion in the Sept. 13 Life and the 
Sept. 25 issue of The Saturday 
Evening Post, plus a sizable news- 
paper drive. Copy will stress the 
new low prices ($129 for a 17” 
set, $149 for a 21” set) and a mas- 
sive point of purchase drive is 
ready. 

In October and November, the 
company has a network tv tie-in 
with the Burns & Allen show 
(B. F. Goodrich Co.), and will use 
an eight-page section in Coronet 
plugging a self-liquidating pre- 
mium. The premium is a pair of 
Burns & Allen coffee servers, 
which regularly cost $3, available 
through Motorola dealers at 99¢ a 
pair. 

The Christmas push for both 
color and b&w is not yet set, and 
there are numerous other cam- 
paigns (David Kutner, Motorola ad 
manager, calls them supplemen- 
tary) for the hi-fi phonographs, 
which will get a heavy local level 
promotion. This includes a factory- 
backed satisfaction guarantee un- 
der which a purchaser may return 
the set after ten days, and maga- 
zine support. All the campaigns go 
through Ruthrauff & Ryan. 


partment stores, but that it can’t 
pay out unless the stations have a 
retail rate.” 


= Mr. Mogul also emphasized the 
importance of quantity and con- 
tinuity incentive discounts. “If 
I’m going to schedule 1,500 spots 
a year for an account, a station 
should give that account a better 
rate than one which buys 65 spots. 
If the station doesn’t give me a 
better rate, I’m going to pass it 
up.” 

At this point Robert Eastman 
of John Blair & Co., chairman of 
the SRA’s research committee, in- 
terrupted to dispute Mr. Mogul’s 
contention that the one-rate sta- 
tions didn’t get their share of re- 
tail business. 

Mr. Eastman said the SRA com- 


stances where retail rates are in 
effect everyone was either not 
benefiting or was actually getting 


® He itemized the disadvantages 
for all concerned as follows: 

“1. Stations in most instances, as 
a result of ‘retail’ rate buying, 
were receiving less revenue. 

“2. Agencies were frequently 
embarrassed because local people 
could ‘buy it cheaper.’ ” 

T. F. Flanagan, managing direc- 
tor of SRA, adjourned the meet- 


& Shenfield, New York. 


of the confusion seemed to stem 
from the fact that Mr. Mogul was 
out of touch with time buying 
and wasn’t aware of the situation 
as it exists today. 


Ekco Halts Sales 
to N. Y. Jobbers in 
Anti-Discount Move 


CuHIcaco, July 27—Ekco Products 
Co. yesterday stopped shipments of 
three lines to New York distrib- 
utors in an effort to halt price-cut- 
ting. 

The ban stops shipments of Flint 
mixers, cutlery and kitchen tools— 
Ekco’s three most advertised prod- 
ucts. Orders coming directly from 
New York department stores will 
be accepted, however, John G. 
Brooks, v.p. of houseware sales, 
said. 

He said “disenfranchising” of all 
New York area distributors han- 
dling the products will continue 
“until we have controlled the prac- 
tices of some of them or eliminated 
them from dealing in our lines.” 


General Foods’ 
Ad Budget Rises 
to $62,000,000 


(Continued from Page 1) 
promotion outlay reported, but it 
does not necessarily mean that the 
giant food company is the nation’s 
largest advertiser. As previously 
reported (AA, June 28), dollar ex- 
penditures in four major media— 
newspapers and supplements, gen- 
eral and farm magazines, network 
radio and television—for calendar 
1953 showed GF in fourth position 
with $28,331,884. Ahead of it were 
General Motors Corp. ($61,876,- 
932), Procter & Gamble Co. ($45,- 
517,856), and Colgate-Palmolive 
Co. ($29,561,307). 

These published figures, drawn 
from Publishers Information Bu- 
reau and the Bureau of Advertis- 
ing, ANPA, do not include such 
important media expenditures as 
spot radio and tv, outdoor, trans- 
portation, point-of-sale cooperative 
advertising and broadcast talent 
and production costs. Also, since 
GF’s fiscal year covers the first 
quarter of ’54, the expenditure fig- 
ures are not comparable. 

It is interesting to note also that 
Mr. Mortimer is continuing the 
practice started in 1952 by Austin 
S. Igleheart, now board chairman, 
of reporting on the company’s ad- 
vertising expenditures. Before 
1952, GF issued no figures on its 
promotion outlay. 


a Lewis D. Gilbert, contributing 
editor of Investors’ Magazine and 
publisher of Gilbert’s Annual Re- 
port, who is known as America’s 
No. 1 minority stockholder because 
he makes a practice of needling 
corporate managements, attended 
yesterday’s meeting prepared to 
challenge Mr. Mortimer if no re- 
port was made on the company’s 
advertising expenditure. This was 
unnecessary, but he did quote from 
an AA report that GF has signed a 
preliminary agreement to acquire 
4 Seasons Inc., Hollywood man- 
ufacturer of salad dressing bases 
and condiments and wanted to 
know the status of the negotiations. 
He was told that the matter is 
still pending. 

For fiscal 1954 GF had record 
sales of $783,007,626, up 12% from 
the preceding year’s volume of 
$701,055,046. Net profit, including 
a $2,500,000 transfer from tax re- 
serves, was $27,913,482. This is a 
$3,105,830 increase over the $24,- 
807,652 net reported in ’53. 


ws For the first quarter of the new 
fiscal year which ended June 30, 
sales were $195,000,000, up 12.4% 
over the like period of last year. 
Net profit was $11,200,000, up 88%. 
Removal of the excess profits tax 
was credited by Mr. Mortimer for 
about half of the increase. 
However, he warned stockhold- 
ers not to multiply the first quarter 
earnings by four to estimate prof- 
its in fiscal 1955. The company’s 
income and expense, he explained, 
aren’t uniform throughout the 
year. In addition, he said, the food 
industry is subject to many season- 


al factors, particularly weather 
conditions and crop harvesting 
problems. 


‘] of A’ to Change Format 
Journal of Accountancy, official 
monthly publication of the Ameri- 
can Institute of Accountants, New 
York, will change its present 5%- 
x8” type page size to 7x10” begin- 
ning with its January, 1955, issue. 


ABP Equals Highest Record 

With the affiliation of Petrolewmn 
Processing, a McGraw-Hill publi- 
cation, Associated Business Publi- | 


its current membership to 154 pa- 


ing with the observation that much 


bership high set in 1937. 


One time, b&w, base rate will be 
increased from $500 to $625. The 
| publication has been published for 
50 years, goes to all of the 24,000 


cations, New York, has brought certified public accountants who 


are members of the institute and 


pers, equaling its previous mem- has an average ABC total paid cir- 


culation of 64,736. 
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Advertising Age, August 2, 1954 
National Nielsen Ranking of Radio Shows 


Week of June 20-26 
All figures copyright by A. C. Nielsen Co. 


Old Crow Swells 
1954 Ad Budget 
to $7,000,000 


another $1,000,000. 
| 

Currently, Old Crow is using | 
full-color pages in 13 national 
magazines: American Magazine, | 
Collier’s, Coronet, Esquire, Fort-| 
‘night, Holiday, Life, Look, News- | 
| week, Promenade, Time, True and | 
'U. S. News & World Report. In| 


_mid-year, this is being 


| Current Homes* 
| Rank 


(000) 


Program 


| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


(1,120) 
(Continued from Page 2) addition, Mr. Stainton will tell | 2 Our Miss Brooks (Colgate, CBS) Maataatcdivalaidess tovcentsdetsdngiahicanstdevesnaareeee 2,472 
cember the campaign was a rec-|the Los Angeles meeting next} 3 Best of Groucho (DeSoto-Plymouth, NBC) ........:ccscsssssssssseseeseeseeacenesneenees 2,426 
ognized success (AA, Dec. 14, *53).| week that 1,375 newspapers 2,192 
Old Crow became the second | been ticketed for Old Crow linage | 5 My Little Margie (Philip Morris, CBS) .......:..:sssssses-ssssssessssnessessneeneenesaneens 2,146 
, 6 On the Line with Considine (Mutual Benefit, MBS) 2,099 
largest user of magazine space|this fall with insertions ranging 7 Nick Carter (Schell, MBS) . ryt 
among whisky brands in with| from full pages to 400 lines. | 8 Charlie McCarthy Show 
an expenditure of $915,251. Itwas| While the company, like most | 2,006 
topped only by Seagram’s Four | distillers, is reluctant to release | QUQUESNE 9 1,959 
Roses blended whisky, which spent | specific figures, Mr. Stainton says | 10 CW COG) 1,912 
$1,054,858. Old Crow also spent) that Old Crow surpassed its _ 
$482,718 in newspapers last year,|month sales quota of 1,000,000 cas- | EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (793) 
and additional but by the end of May, the ninth | 1 Man's Familiy (Sustaining, MOC) 1,633 
amounts in outdoor, point of pur-|month of marketing the brand 2 News of the World (Miles Laboratories, NBC) .........:ccsssssssssssssseesesneesees 1,493 
chase, business publications and| with two proofs. Sales of Old) 3 Fibber McGee & Molly (Three Plan, NBC) .o..ccccccccccccccccsscsecescerescscsceeee 1,353 
ear cards. Crow, including the bonded and} ‘NEW LABEL—To the right is the new 


This year its over-all budget was 


raised to $6,000,000, and now, at 


the 86-proof bottling, are now 
measly five times the volume of. 


James M. LeGate, General Manager 


5,000 WATTS + 610 KC - NBC Affiliate 


National Rep., George P. Hollingbery Co. 


678,000 reasons 


Year-round population for Dade County 
(Greater Miami), Florida—as estimated 
April 1954—totals 678,000! 


And, listen to this! Dade County’s year-round 
population is jumpin’ 50,000 to 70,000 annually. 


f That isn’t all, Friend! WIOD’s 4-County Market— 
f Dade, Broward, Palm Beach and Monroe—now 
has a year-round population of over 1,000,000! 


These are the 678,000 reasons—the million 
reasons—why you should be in the Miami 

Market YEAR-ROUND...over WIOD of course! 
Call your Hollingbery Man for the low-down. 


Many 


A typical Miss Rheingold commuter card 


“My beer is RHEINGOLD- 
the DRY beer!” 


PHILIP LIEBMANN, President, Liebmann Breweries, Inc. says — 
“We believe that the New York suburbs is an area of superior 
purchasing power. The daily impact of our Miss Rheingold end 


space cards in every commuter car has tremendous influence on 
this market.” 


Write for wall map of Greater New York Market and population 
and sales statistics for Commuterland. 


TRANSPORTATION DISPLAYS, INC. 


GRAND CENTRAL TERMINAL BUILDING * NEW YORK 
MU 6-3456 


STATION POSTERS + CAR CARDS + SPECTACULARS + TIMETABLES 


‘label for Duquesne Brewing Co., 
| Pittsburgh. The ribbon around the 
diamond shape is red and gold. 
The center is white. Designer is 
Lippincott & Margulies, New York. 


the 100-proof alone prior to the 
introduction of the 86-proof last 
year. 

Mr. Stainton says that in Wash- 
ington, D. C., Kansas and western 
Tennessee Old Crow has become 
the largest selling whisky of any 
kind, type or price. It has become 
the top-selling bourbon in Texas, 
Indiana, Missouri, Arkansas, Col- 
orado and Hawaii, he says, and 
ranks close to top in volume in 
other areas. 


# A year ago, Old Crow as a 
straight bourbon was not listed in 
sales figures issued by most mon- 
opoly states that make reports. 
This year in the monopoly states 
that have reported for the first 
five months of ’54, Old Crow sales 
were reported as 22,486 cases. This 
figure, however, is not representa- 
tive, except that it shows a marked 
change over a year ago. 

Figures on sales in 13 open 
states for the first five months of 
54 show Old Crow sold 150,866 
cases against 3,664 cases in the 
comparable period of ’53. 

But what is really significant is 
that straight bourbon sales in those 
states for the first five months of 
54 totalled 1,504,711 cases, a gain 
of 5.5% over the 1,426,044 cases 
sold in the like period of ’53. Old 
Crow sales for the first five 
months of this year represent 
about 10% of the total of straight 
bourbon sales in the 13 states that 
have reported. !t is in first place 
in Indiana, Kansas and Texas; sec- 
ond place in Louisiana and New 
Mexico; third place in Arizona 
and Missouri, and fourth place in 
| South Dakota. It is also showing 
| substantial gains in California and 
Illinois. 


a Another point worth noting is 
that there is a definite trend back 
to straight whiskies. 

In the first five months of ’54 
bottling of blends dropped 12.2%, 
from 35,501,697 gal. reported in 
the like period of ’53, to 30,153,484 
gal. this year. Straights during the 
same period showed a gain of 
5%, moving up from 14,789,172 
gal. to 15,521,639 gal. Bonds 
dropped 8.1% from 5,023,751 gal. 
to 4,619,139 gal. 

According to Mr. _ Stainton, 
straight whiskies’ share of the to- 
tal liquor market has been rising 
steadily since mid-1953. He be- 
lieves that the 
Crow’s promotion has been a ma- 
jor factor in creating increased in- 
terest in straights. 

“T have always maintained,” he 
says, 
vs. straights would not come until 
strong famous brands such as Old 
Crow arrived in the market at 
appropriate proofs and at reason- 
ably popular prices. 

“On the basis of market sur- 


impact of Old}. 


“that the real test of blends | 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


2 This Is Nora Drake (Bristol Myers. CBS) 

3 Stella Dallas (Sterling Drug, NBC) 

4 Romance of Helen Trent (American Home, CBS) ...... 2,566 

5 Young Widder Brown (Sterling Drug, NBC) ........ccccccccscscscscsscscseseecesees 2,519 

8 Wendy Warren & the News (General Foods, CBS) o......ccccccccecccsseseececeeee 2,472 
10 Our Gal, Sunday (American Home Products, CBS) ....cccccccccccscosseccceoeeese 2,379 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (700) 

1 The Shadow (P&G, R. G. Reynolds, MBS) ...........cccccccccssesescesesssecesescesceaees 2,332 
2 


Cecil Brown Commentary (State Farm Mutual, MBS) 


3 Lorne Greene (Credit Union National Assn., MBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


(1,073) 
1 Stars Over Hollywood (Carnation, CBS) .......ccccccccccccccssccssccecscsessceesseeeeee 2,192 
3 Me Mews CBG). 1,866 


*The percentage of homes reached (‘Nielsen-Rating”) may be determined by com- 


paring the total number of homes reached with 46,646,000, the 1954 Nielsen estimate of 
total U. S. radio homes. 


veys,” he says, “we know that Old 
Crow is not only taking business 
from other bourbons in all price 
classes, but is helping to switch 
consumers from blends.” 
Lawrence Fertig & Co., New 
York, is the agency for Old Crow. 


Six Elected V.P.s 
of Buchen Agency 

With the exception of the elec- 
tion of a secretary in 1952, 
Buchen Co., Chicago agency, has 
made no additions to its list of of- 
ficers since 1944, although the 
agency’s billings have more than|sic members of the Metropolitan 
trebled in that period. (Buchen 


| Sunday Comics Group, Jan. 2, 
was the 54th largest agency in| 1955. At the same time the Colum- 


North America last year, accord-| bus paper becomes a member of 
ing to the AA tabulation, with es-|the basic Metro Sunday Magazine 
timated billings of $10,300,000.) | Group. 


Last week, the company caught 
up with itself, electing six new 
v.p.s. They are Joseph H. Caro, 
chairman, merchandising board; 
Jack W. Eigel, account executive; 
Richard N. Hobson, chairman, 
board of review; James L. Perry, 
account supervisor; Arthur E. 
Petersen, account executive, and 
Howard W. Rose, director of 
media. 


Metro Adds Two Papers 


The Columbus Dispatch and the 
Houston Chronicle will become ba- 


CARRIED MORE 
LOCAL GROCERY 


FOR THE 3rd LINAGE ... 
THAN ANY OTHER 


STRAIGHT YEAR 
IOWA DAILY 


WATERLOO DAILY 
COURIER 


1 601 972 LINES 


The Big difference between the Waterloo Courier 
and every other lowa daily is the way the 
Courier hustles for and gets tie-in advertising. 
Look here . . . from January 1, 1953, thru De- 
cember 13, 1953, the Courier’s merchandising 
staff solicited 354,197 linas of tie-ins . . . in 
11,080 insertions. 

Let our advertising and merchandising department 
show you what can be done with your product. 
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why 


cool off 


in 


Everybody knows that sales go up-up-up in Decem- 
ber. Yet some advertisers spend December in a 
deep freeze—and just don’t advertise. 


But The American Home stays hot during the 
biggest buying month of the year. 


READERSHIP OF ADVERTISING 


The December issue of The American Home 
gave its advertisers 15 per cent more readers 
per dollar (Seen-Assoc.) than the average issue 
in 1953*... proof that The American Home is 
used as a buying guide! Three million families 
shopping for ideas—yours and ours. 


The December American Home goes on sale 
November 18—32 shopping days before Christ- 
mas (the year’s biggest 32 shopping days). It 
is read and reread—right up to store-closing 
time December 24. 


*Source: Starch. Jan.-Dec. 1953 


DECEMBER? 


THIS DECEMBER, PLAN TO STAY HOT WITH 


tere’ no place ke home 


THE AMERICAN HOME ON YOUR ADVERTISING SCHEDULE. 


HOME 


MAGAZINE 
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Institute's First Ad Drive Aims to — 
Overcome Resistance to Use of Rayon 


(Continued from Page 1) : 
time production of 877,000,006 lbs. | 
That is an increase of 41% since 
1946. Plant expansion, however, | 
he said, has outdistanced these | 
gains. Industry capacity stands | 
now at more than a billion pounds 
a year. 


s More than half of the rayon pro- 
duced, he said, goes into industry. 
Biggest item is tire cord. Other in- 
dustrial uses are conveyor belts, 
mats, braids, bags, filters, insula- 
tion equipment and hose. 

Apparel accounts for more than 
one-third of rayon production, he 
said. American women buy more 


When you BUILD a new home 
the odds are in your favor that 


THE DEALERS and | 


DISTRIBUTORS 
who 


house+home 


the greatest influence in homebuilding 
DESIGN - CONSTRUCTION + FINANCE « SALES » MODERNIZATION 


| be covered by a rayon advertising 


than 50,000,000 rayon dresses a 
year. In men’s wear, rayon is used 
in suits, slacks, rain coats and cold 
weather coats. 

About 15% of rayon production 
goes into house furnishings. Later, 
Mr. Wood indicated, this field will 


campaign. 

“But at present,” he said, “we 
have a problem in the apparel! 
field, despite the fact that there | 
are twice as many women’s gar-| 
‘ments made of rayon in retail) 
stores than there are of any other | 
‘fabric. The problem is to break | 
‘down resistance to rayon in the | 
high fashion field and to stress its | 
color values and its diversity and 
adaptability for garments of all 
types. 

“So we decided that our initial 
advertising should be in the high- 
fashion field. This called for mag- 
azines and lavish use of color. 
Moreover, we felt,” Mr. Wood said, 
“that magazines would give us 
depth of. penetration over all in- 
come levels.” 


@ Test ads were prepared and 
shown by interviewers to a certain 
proportion of the people who, in 
the original study, were opposed to 
or indifferent to rayon in apparel. 
This so-called negative group was 
made up of women who liked only 
three types of products out of 24 
listed made of rayon. 


SEED-CORN ADVERTISING—American Rayon Institute will launch its 
initial campaign in the consumer field in consumer magazines in 
August to promote rayon in the fashion field. Campaign is called 
“seed-corn” advertising because it is preliminary to future advertis- 
ing which the institute plans. McCann-Erickson is the agency. 


used: One had an emotional ap- 
peal; one had a news approach, 
and one had “look-what’s-happen- 
ing” type of copy. The news ap- 
proach won. Of the women to 
whom the ads were submitted (a 
group of about 150) 63% admitted 
they were impressed by the news 
type ad; 23% were still skeptical 
of rayon but willing to try rayon 
garments, and 4% still said they 
didn’t like rayon for one reason 
or another. 


a The copy appeal, Mr. Wood said, 
was the determining factor, plus 
the color spread, which uses a 
large figure in the foreground and 


Three types of test ads were 


| a number of small figures to getwill inevitably follow, he is con- 


RAYON pute fashion on ite bast benavior 


what he described as a “wide 
screen 3-D effect.” 

A catch line is being used on all 
of the institute’s current ads, 
namely, ‘Rayon puts fashion on its 
best behavior.” 

The campaign is directed pri- 
marily at fashion-conscious wom- 
en in big cities and fashionable 
suburbs. “But a point that should 
be emphasized,” Mr. Wood pointed 
out, “is that we are selling a fash- 
ion trend rather than any particu- 
lar merchandise.” 

The job of the institute, he said, 
is to change consumer attitudes. 
If a change in trends and attitudes 
is effected, the sale of merchandise 


No matter how you 


do it 


Although millions of fountain pens are sold for every heavy 
cruiser, both are manufactured in the New Jersey half of the 
Delaware Valley. And the people who make these and countless 
other products constitute one of America’s richest markets. 
But don’t expect the Philadelphia papers to sell for you in this 
ABC figures show that only the key dailies in the twin 
industrial centers of Camden and Trenton give you anything 
People here depend on 
local papers for buying information because here 
especially, “all buying and selling are local.” 


area. 


like 


POST 


complete coverage. 


, Camden, N. J., or TIMES, Trenton, N. J, 


TRENTON 


MARKET FACTS on request. Write for official portfolio compiled by 
State government. Most he!pful in sales planning. Address COURIER- 


The one way to cover 
the EXPANDING 
of the Delaware Valley ... 
the eastern half ...... 


CAMDEN 


Represented by 

GEORGE A. McDEVITT CO., INC. 

New York © Chicago © Philadelphia 
Pittsburgh © Detroit 


SIDE 


Courier-Post 


Times 
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vinced. Member companies, in 
turn, sell merchandise, which also 
helps to change trends and atti- 
tudes in a different way. 


we Mr. Wood was a founder of the 
Tea Bureau and was the first mar- 
keting director of the Glass Con- 
tainer Manufacturers Institute. He 
has also been art director for 
Montgomery Ward & Co., promo- 
tion manager for Good Housekeep- 
ing, advertising manager of the 
Cleveland Press and Cincinnati 
Post and a v.p. of William Esty Co. 
Member companies of the insti- 
tute include American Bemberg; 
American Enka Corp.; American 
Viscose Corp.; Courtaulds Inc.; E. 
I. du Pont de Nemours & Co.; Hart- 
ford Rayon Co.; Industrial Rayon 
Corp., and North American Rayon 
Corp. 


LP-Gas Council Shifts from 
Buchen to McCann-Erickson 
The National Council for LP-Gas 
Promotion, Chicago, has appointed 
McCann-Erickson, Chicago, to 
handle its advertising. Current 
agency, Buchen Co., Chicago, will 
continue to service the account 
through December. 

The council, under the name, 
LP-Gas Information Service, di- 
rects the national LP-gas promo- 
tional program, an industrywide 
activity co-sponsored by the Gas 
Appliance Manufacturers Assn., 
Liquefied Petroleum Gas _ Assn. 
and Natural Gasoline Assn. of 
America. 


Friendly Leaves ‘Telegram’ 
for Westchester Group Post 


Edwin S. Friendly has resigned 
as v.p. of the New York World 
Telegram & Sun to become a v.p. 
of Westchester County Publish- 
ers Inc., White Plains, N. Y., ef- 
fective Sept. 1. 

Mr. Friendly, a former president 
of the American Newspaper Pub- 
lishers Assn., will divide his time 
between the New York office and 
White Plains headquarters of the 
Westchester group, which includes 
dailies in Mamaroneck, Mt. Ver- 
non, New Rochelle, Ossining, Port 
Chester, Tarrytown, White Plains 
and Yonkers and weeklies in 
Bronxville, Chappaqua, Harrison, 
Larchmont and Mt. Kisco. 


Becker to ‘Sports Illustrated’ 
Gerhard Becker, a member of 
the sales staff of Time Inc. since 
1948, has been appointed manager 
of the Chicago advertising sales 
staff of Sports Illustrated. 


49 years of success — in 
designing and producing 
trading stamps for the 
country’s top users—have 
established EUREKA’s 
leadership in the industry. 


49 years of experience en- 
able EUREKA to produce 
the vest stamps, collection 
books, and premium cata- 
logs at the lowest prices— 
to ‘deliver the goods”’ in 
any emergency. 


Enlist this EUREKA know-how in 
your behalf. Expert consultation 
service available. 


WAT 
BEB 
Eureka Specialty Printing Co. 


‘Terrific Upset. .Rinyon takes plush, potiehed fabrics outdoors 
supply © 
your f . 
read A— | 
| | 
ITPAYS TO CROSS THE DELAWARE eal 
| 
i 
a stamps? | 
<4), 
REGALO COMERCIAL 
Ww 
Ce 
‘ 
567 Electric Street, Scranton 9, Pa. 
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California Lawyer 
Sues Rheingold for 


‘False’ Advertising 


Los ANGELES, July 30—The su- 
perior court here today denied a 
request for preliminary injunction 
against Rheingold Brewing Co. for 
false and misleading advertising. 

The suit, brought by attorney 
Max M. Gilford, 
Mendelson, asked for an injunction 
to prevent the brewery from using 
the following statements in its ad- 
vertising: 

1. “Ask for Rheingold Extra Dry 
—Largest Selling Lager Beer in 
the East.” 

2. “Yes, you can now enjoy the 
very same Rheingold Extra Dry 
that is the largest-selling beer in 
the East.” 

3. “When you stock and feature 
Rheingold, you sell the largest- 
selling lager beer in the East.” 

4. “The Rheingold Extra Dry 
now on its way to your favorite 
dealer’s, is the very same Rhein- 
gold Extra Dry that is the largest 
selling beer in the East. It is the 
very same original Extra Dry that 
is America’s most-imitated beer.” 

5. “Watch for Miss Rheingold— 
selected annually in America’s sec- 
ond-largest election.” 

A decision is expected next week 
on Rheingold’s demurrer to the 
suit. 


@ When queried by an AA report- 
er, Mr. Gilford said he does not 
represent anyone but himself, and 
that his action was taken as an in- 
dividual under California law. 
The language of the filing read: 
“Plaintiff alleges that he is pro- 
ceeding for himself, the members 
of the general public, upon his own 
complaint or in his interest, and in 
the interest of the general public, 
upon the ground that the said de- 
fendant is violating and proposes 
to violate the laws set forth 
above.” 

In support of the claim the 
statements of Rheingold are “un- 
true and misleading,” the filing 
makes these points: That although 
the name and labels have been 
changed, Rheingold is making, 
manufacturing and selling beer 
for distribution from the same 
premises and using the same ma- 
chinery of Acme Brewing Co. 
which Rheingold acquired early 
this year. Also the suit maintains 
the defendant is manufacturing the 
said beer with the same local in- 
gredients and same local water 
that Acme Brewing used. 


ws Rheingold Extra Dry beer is not 
the largest selling beer in the East 
and does not occupy any one of 
the first three places in sales vol- 
ume in the East as compared to 
the other lager beers. Citing the 
statistic that 90% of U. S. domestic 
beers are lager beers, the March, 
1954, issue of Brewers Journal 
gave the following statistics: 
1953 Beer Sales 


Brewer Barrelage 
Anheuser-Busch ...... 6,733,124 
4.250,000 
P. Ballantine ...... 3,882,000 


Liebmann (Rheingold). 3,000,000 


a From this, the filing concluded 
that the defendant is in fifth place 
in sales of lager beers in the East. 
It further argues that in California 
the term “Eastern” represents geo- 
graphic territory east of the Rocky 
Mountains and/or that portion of 
the country east of the Mississippi 
River; that it is untrue and false 
that it is the largest selling lager 
beer in any substantia! portion of 
the eastern secticn of the U.S., and 
that it is not listed as the largest 
selling lager beer in any statistical 
compilation of record as hoiding 
that place. 
The plaintiff asserts that Rhein- 
gold, by virtue of point of manu- 
facture and local ingredients used 
is not eastern but a local western 


of Gilford &|. 


MAHLON G. REMINGTON has been ap- 
pointed advertising and sales pro- 


motion manager of Seabrook 

Farms Co., Bridgeton, N. J. He for- 

merly was a v.p. of Lewis & Gil- 
man, Philadelphia. 


beer, and that the change of name 
was made in order to lay the foun- 
dation for the deceptive advertis- 
ing campaign alleged. 

The point is made that eastern 
beers have sold at a premium price 
here on the theory that beer man- 
ufactured in the East is of more 
desirable quality than that made 
in California, and that Rheingold 
has sought to cause the public to 
believe it is a so-called premium 
quality beer (eastern) obtainable 
at the lower western price. 


Sorry About ‘Iron 
Age’ Shift, Audit 
Bureau Lashes BPA 


(Continued from Page 1) 
on resolutions of the National In- 
dustrial Advertisers Assn. and the 
American Assn. of Advertising 
Agencies, pointing out that NIAA 
had asked for complete audits of 
paid circulation and unpaid dis- 
tribution of business papers. 

The ABC noted that the amount 
of free distribution is shown in 
paragraph 8 of its audit form, and 
that for 335 member publications 
these copies amounted to 229,340 
in the second half of 1953, or about 
4.1% of the total of 5,505,334. 
“These figures would indicate that 
ABC requirements are adequate 
for most of its members...” 

2. It argues with the Iron Age 
resignation letter which pointed 
out that Business Publications Au- 
dit has made a complete audit 
available to publications with sec- 
ond-class_ privileges on BPA’s 
“Form B.” The ABC spokesman 
noted that only four out of 
BPA’s total of 347 publications 
took advantage of this audit in the 
last half of 1953. These publica- 
tions were listed as Food Field Re- 
porter, Iron Age, Machinery and 
Purchasing. 


= It noted that Iron Age had re- 
ferred to the resolution that the 
circulation of metal working pa- 
pers should be classified accord- 
ing to the U. S. Standard Indus- 
trial Classification code. The ABC 
spokesman emphasized that ABC 
has not rejected this request, and 
still has the matter under advise- 
ment “because of the difficult 
problems presented.” 

Then “Only three of the 20 BPA 
metal working papers showed a 
breakdown according to the SIC 
code” in statements for the last 
half of 1953. 

4. It promised further study, 
with a meeting of ABC metal 
working papers to discuss the use 
of SIC classifications scheduled 
after Labor Day. 


s Although the NIAA “Newslet- 
ter” reports that seven more pub- 
lications plan to use the SIC 
breakdown in June, 1954, state- 
ments, and ten others plan to do so 
later, ABC reiterated that “these 
optional breakdowns violate an 
ABC principle that all competing 
business publications must use the 


same classification breakdown... 


is satisfactory. 


Last Minute News Flashes 
Merchandising Advertising Studied by ANA 


New York, July 30—A new report on merchandising advertising, 
released today by the Assn. of National Advertisers, shows 46% of re- 
sponding companies have a special budget for merchandising their ad- 
vertising to their own sales forces, and most advertising managers be- 
‘| lieve a satisfactory job is being done with their salesmen. Two-thirds 
-| of 82 sales managers answering believe their agencies are sufficiently 
| alert to the merchandising problem, but 21% do not; 70% of 128 ad- 
vertising managers replying believe media merchandising cooperation 


Stag Beer Goes from Maxon to Erwin, Wasey 
St. Louis, July 30—Effective Oct. 1, Griesedieck Western Brewing 


Co. has appointed Erwin, Wasey & Co., Chicago, to handle its Stag beer 
account, replacing Maxon Inc., which held the account for 12 years. 
Erwin, Wasey has also been handling advertising for the brewery’s 


Hyde Park brand since 1951. 


Kraft Merges with Honig-Cooper; Other Late News 


e Kraft Advertising Agency, Seattle, will be merged with Honig- 
Cooper Co., San Francisco and Seattle agency, Sept. 1. Principals of the 
former agency, Donald B. and Warren E. Kraft Jr., are sons of the 
Honig-Cooper Seattle branch manager and will join that office. Cappy 


Ricks & Associates, headed by a 


Kraft account executive, will be 


formed on the same date and occupy the present Kraft offices. 


e The Publishers Assn. of New York City has discontinued its system 
of recognition and accreditation and is referring local agencies to the 
American Newspaper Publishers Assn., where requirements are some- 
what higher for recognition. ANPA will now provide credit data for 
agencies requesting it instead of dealing chiefly with agencies planning 


national advertising. 


e William C. Munro, formerly with Geyer Advertising, has joined 
the central research department of McCann-Erickson as head of the 
radio-tv section. Prior to Geyer, Mr. Munro was with Gallup & Rob- 


inson. 


e Anson Inc., Providence, and Jacoby-Bender, New York, will sponsor 
10-minute segments of “Stop the Music” on ABC-TV alternate weeks 
when the show returns this fall. Time was cleared through Grey Ad- 
vertising Agency, which has already placed Exquisite Form on the 
show for alternate-week sponsorship. 


in order that advertisers and agen- 
cies can make equitable compari- 
sons.” 

The statement pointed out that 
all ABC publishers must conform 
to a uniform classification agree- 
ment, although BPA holds that 
‘no publisher need be a party to 
any uniform classification agree- 
ment if he does not elect to do so.” 


‘ADVERTISERS ASKED 
FOR IT,’ BPA SAYS 


New York, July 30—Adin L. 
Davis, exec. v.p. and managing di- 
rector of Business Publications 
Audit of Circulations, told AA that 
the last thing he wants to do is 
take part in any controversy with 
ABC. 

“But I think it should be pointed 
out,” he said, “that BPA’s Form B 
was developed because organiza- 
tions representing advertisers 
asked for it. We think it is the 
answer to an important problem. 
It makes no difference whether 
four or 40 use it, but the fact is, 
seven publications are now using 
Form B audits, and that many 
more indicated that they will do 
a0.” 

With respect to SIC classifica- 
tions, Mr. Davis said, BPA has 
gone on record that it will not 
make it mandatory for publishers 
to use these classifications. Its pur- 
pose is to promote clarification on 
a voluntary basis. Here again, he 
emphasized that BPA has no fight 
with ABC; it is simply trying to do 
what advertisers have said they 
wanted done. 

Mr. Davis said that BPA mem- 
bership is now 359, not 347, and 
that 17 applications are pending. 

George T. Hook, publisher of 
Iron Age, could not be reached 
for comment. 


DuMont Names Robert Smith 

Robert J. Smith, publicist and 
newspaper publisher, has joined 
DuMont Television Network, New 
York, as an account executive. Mr. 
Smith formerly headed a chain of 
weekly newspapers in Maryland 
which are now under lease. 


Ball Joins Donahue & Coe 

Dayton Ball, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
has joined the copy staff of Dona- 
hue & Coe, New York. 


Study Shows Paid, 
Free Papers Vary 
Little in Reading 


NEw York, July 27—There is no 
important difference in the read- 
ership of unpaid and paid business 
publications, Commercial Car 
Journal, a Chilton publication, de- 
clares. 

It bases its contention on a com- 
parison of a readership study made 
under auspices of the Advertising 
Research Foundation of CCJ, the 
first unpaid publication to be 
studied, compared with four pre- 
vious studies under ARF auspices 
of paid circulation papers. 

“The study of Commercial Car 
Journal reveals comparable read- 
ership, purchasing influence and 
similar data with the four preced- 
ing studies,” the publication says 
in a 12-page brochure detailing 
the comparative results for all five 
publications. 

“This frank appraisal of these 
five business papers by their read- 
ers indicates that high readership 
of editorial and advertising pages 
is the result of producing well- 
edited material for a carefully 
selected readership,” the brochure 
says. 


= The four paid publications 
which have also been studied un- 
der ARF auspices include Auto- 
motive Industries (another Chil- 
ton paper), American Builder, 
American Machinist, and Product 
Engineering. In nine comparisons, 
only relative minor differences be- 
tween the publications are detailed 
in the brochure. 

Commercial Car Journal was 
highest among all five in number 
of potential readers, in purchasing 
influence of original readers, and 
in readers specifying brands. It 
was second in reading of one or 
more advertisements, and third 
in readership average of the 20 
highest scoring advertisements. In 
number of qualified readers and 
readership averages of the ten 
highest scoring editorials it was 
fourth. It was fifth in percentage 
reading one or more editorials, 
and in purchasing influence of 
potential readers, but in all cate- 
gories all five publications were 
closely bunched. 
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Wanted: $4,000,000 


Sponsor for NCAA 


Football Series 


Cuicaco, July 29—Sofa sports 
fans are going to be seeing a lot 
better college football this fall 
than they did last; in addition, 
they’ll be watching basketball, 
rodeos, lacrosse and practically 
every other sports contest known 
to man in a schedule that runs un- 
til practically this time next year. 

The question is, what will they 
be doing to their tv host, American 
Broadcasting Co., in the process? 
The doleful fact is that, with only 
seven weeks to go until the first 
kickoff in its NCAA football series, 
ABC-TV has yet to make a sale. 

At a press meeting Monday to 
announce a 26-week variety sports 
schedule following the footbail 
season, net officials admitted no 
sales so far, and implied that 
there was little hope for one spon- 
sor for even the football section of 
the sports extravaganza. 


® Obvious reason is the cost: near- 
ly $4,000,000 for the 13-week foot- 
ball lineup, and an_ estimated 
$2,500,000 more for the 26-week 
program to follow (the latter of 
which includes nine weeks of bas- 
ketball). Sterling S. (Red) Quin- 
lan, ABC v.p. and head of WBKB, 
Chicago, told reporters the net- 
work would still like a _ single 
sponsor for the whole $6,500,000 
program, but added that it’s “will- 
ing to talk” about shared sponsor- 
ships. 

Current planning by the net is: 
to have the football segment sold 
separately on an every-week basis, 
with two or four sponsors alter- 
nating commercials each half or 
quarter. In addition, ABC is offer- 
ing pre-game and post-game pro- 
grams to two other sponsors, at 
around $250,000-$300,000 for the 
13 weeks. 

The 26-week winter-and-spring 
series program—which ABC had 
to buy in order to get the football 
—would be available to still other 
sponsors, under present planning. 


® As a last resort, ABC said it is 
willing to consider regional spon- 
sorship; oil companies in the Rocky 
Mountain and Pacific Coast areas 
and in Texas are interested, Mr. 
Quinlan said. He emphasized that 
the huge sports package will not 
be available on a local co-op basis. 

Meanwhile, ABC has been hav- 
ing better luck with professional 
football—on a regional basis. A 
week after signing American Oil 
Co. to sponsor the Washington 
Redskins over a southeastern ABC- 
TV hookup (AA, July i9), it an- 
nounced that Standard Oil Co. 
(Ind.) will again sponsor the Chi- 
cago Bears and Chicago Cardinals 
home games via an 18-station ABC 
lineup in the Midwest. D’Arcy Ad- 
vertising Co., Chicago, made the 
buy for Standard. 


Grinstead Moves to Frank 

Wayde Grinstead, account ex- 
ecutive on Reynolds Metals Co. tv 
advertising at Russel M. Seeds 
Co., Chicago, has joined Clinton 
E. Frank Inc., Chicago, in the 
same capacity. Reynolds has 
moved the account to Frank and 
Buchanan & Co. effective Oct. 1 
(AA, July 19). 


Bodine Joins Stewart Dougall 

James R. Bodine, former director 
of market research of Heyden 
Chemical Corp., New York, has 
joined the consulting staff of 
Stewart, Dougall & Associates, 
New York marketing management 
consultant. 


Motil & Siteman Adds One 

Miller Protecto Products, Kala- 
mazoo, Mich., has appointed Mottl 
& Siteman, Los Angeles, to handle 
advertising in 11 western states 
for its Sweet-Aire home spray 
deodorant. 
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i ini i der. Figure all cap 
Rates: $1.25 per line, minimum charge $5.00. Cash with or 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines 


for box number. 


Deadline Wednesday noon 5 days 


preceding publication date. Display classified takes card rate of $14.50 per 


column inch. Regular card discounts, size and frequency, 


HELP WANTED 


apply on display. 


HELP WANTED 


TRADE PAPER SPACE SALESMAN 


Publisher of fast-growing trade paper | 
needs experienced salesman for midwest | 


Southeastern VHF TV 
young, energetic person with wr - 
ity to handle AUDIENCE-PROGRAM 


territory working out of Chicago. Terri- | PROMOTION. Prefer television or radio 


tory well-established, 
great for right man on salary-bonus basis. 
Publisher will be in Chicago August 5, 6 
and 7 for interviews. If interested please 
write giving age, experience, other par- 
ticulars plus telephone number 

Box 6985, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


income potential | 


background. Furnish complete details and 
salary expected, along with photograph. 
Box 6970, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING - 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


SENIOR 
COPYWRITER 


Excellent opportunity with large phar- 
maceutical manufacturer in Philadel- 
phia area for copywriter. 3 to 5 years 
experience in pharmaceutical writing 
required. Prefer research experience. 


E-93, P.O. Box 3575 
Philadelphia 22, Pa. 


BARNARD'S 
ALERT EMPLOYMENT SYSTEM 
Call M. L. Barnard—Frank Vell 
202 S. State Wa _ 2-2306-07 Chicago 


ASSISTANT EDITOR 

National technical magazine, permanent, 
immediate, Chicago, some travel. Rewrite, 
layout, original plant writeups. Some 
familiarity with metal castings and engi- 
neering essential. State qualifications, ex- 
perience, age, salary requirements. 

Box 6969, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


ARE YOU A PROMOTER? 
We're looking for a top-notch sales pro- 
motion manager to handle full program 
for a consumer product. Experience in 
overall planning and merchandising of 
promotional programs is essential. Reply 
giving full details as to qualifications and 
past experience. 
Box 6971, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


OPPORTUNITY! 

...for an experienced advertising space 
salesman, age 35-50, on two leading ABC 
business papers. Salary is open to the 
right man, who will work out of our New 
York office. He will start out with many 
long established national accounts. Old 
established publishing company. 

Box 6973, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


LUDGIN 
NEEDS 
2 

MORE 


GENIUSES 


One, creative. 
The other an account 
executive in food 


or drug items. 


Lots of scope. No 
boredom. Wonderful 
clients! And a galaxy 


of fellow geniuses. 


Write Vincent R. Bliss 
fully. We'll read in- 
tently. 


EARLE LUDGIN 
& COMPANY 


121W. WACKER DRIVE, CHICAGO! 


P. S. If you’re a 
near-genius, maybe we 
can use you, too. And 
probably help you 
grow to genius stature! 


COPYWRITER’S OPPORTUNITY: Versa- 
tile writer with agricultural experience 
preferred. Persuasive, ethical copy for ad- 
vertising sales literature, bulletins, ex- 
ternal house organs. A good job in the 
Advertising Department of a nationally 
known advertiser. Pleasant midwest lo- 
cation. Unusual company benefits for you 
and your family. Give details of your 
background, education, family status, and 
salary requirements. Send picture if pos- 
sible. 

Box 6972, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


WRITER-SALESMAN 
Opportunity for young man with editori- 
al and selling ability on national business 
publication. Requires relocation in Cedar 
Rapids. For consideration write ‘‘tell all’’ 
letter to: Stamats Publishing Company, 
427 6th Ave. S. E., Cedar Rapids, Iowa. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


MARKET RESEARCH ASSISTANT 
Medium size Chicago agency. Young man 
or woman with experience to assist Re- 
search Director. Must like figures and be 
able to type. Salary open, Write fully. 

Box 6978, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


SPACE REPRESENTATIVES 
An established trade magazine, recognized 
leader in its field, seeks experienced ad- 
vertising representation in key areas 
where at least one-third of time can be 
devoted to book. Prefer men with under- 
standing and following in the garden, 
hardware, farm supply or allied fields. In 
clude full information on territory cov- 
ered, frequency, number and class of 
books now handling, etc. Confidential. 
Box 6981, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 717-1991 Chicago 


ADVERTISING 
PRODUCTION 
MANAGER 


Opening with Advertising Dept. of 
large pharmaceutical Mfr. in Phila. 
area for man with 3-5 years’ experi- 
ence in the production of advertising 
and promotional materials. Must have 
thorough knowledge of printing sup- 
plies as well as purchasing experience. 
Promotion possibilities. Good salary, 
ideal working conditions. Excellent 
benefit program. Send resume of 
training, experience and salary re- 
quirements in initial reply. 


D - 92, P. O. Box 3552 
Philadelphia 22, Pa. 


BUSINESS PAPER 
ADVERTISING EXECUTIVE 
Immediate opening in Chicago office for 
man under 50 to handle two established 
business papers in Mid-west territory. 
Prefer man from Chicago area with busi- 
ness paper sales experience and agency 
and account contacts. Substantial salary, 
expenses and .bonus. Write, giving back- 
ground, recent photograph and references, 
to Richard P. Smith. W.R.C. Smith Pub- 
lishing Co., 806 Peachtree St., Atlanta, Ga. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntral 6-5670 a 


BIRCH 


‘Executive 


Placement 
Counselors 


POSITIONS WANTED 


| POSITIONS WANTED 


CREATIVE, SALES-MINDED 
ADVERTISING EXECUTIVE 
Experienced advertising executive, 38: 
creative copy, advertising manager, PR 
Director, Agency par‘ner. Keen contact; 
sharp, sales-stimulating copy; knowledge 
of production. Able to create, develop, 
sell ideas; work harmoniously. Alert, ag- 
gressive, personable. Now employed - but 
no future. Go anywhere; prefer midwest, 
manufacturer cr agency. $10,000 and in- 

centive. 
Box 6987, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


SPAM WHAT AM 
Here’s a Sales Promotion, Advertising, 
}and Merchandising man who can beef up 
|campaigns that bring home the bacon. 
| Nine-year record of success as advertising 
| and sales promotion manager for two 
multi-million dollar corporations. Top 
|idea man who knows how to weld sales 
dept., advertising dept., and agency into 
smooth, effective, efficient team. College 


resume. 


Box 6988, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


WANT TO GO MULTIPLE? 
Maybe you have one or two trade papers, 
and are young enough to want to add 
more books later on. For about $8100 you 
ean have the right arm you'll need. On 
your present titles and on your new titles, 
I can handle any assignment you have - 
promotion, space selling, list building, ed- 
iting, raising venture capital, production, 
research, or any combination of these. 

Box 6979, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


I'M GOING TO CHANGE JOBS! 
Leaving top creative spot in big-agency 
branch office, for stimulating assignment 
with manufacturer or agency. Excellent 
past as copy chief and account man. $12,- 
000 minimum. Box 6984, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Il. 


TO THE ADVERTISING MANAGER WHO 
IS OVER-WORKED - here’s a successful 
advertising, sales promotion man who 
can be your assistant manager, help or- 
ganize, plan, administer your budget, pro- 
gram, policies. Has petroleum and pub- 
lishing experience. Veteran, early thirties, 
will contribute ideas, industry, honesty 
to job with more responsibility in pro- 
gressive company. Business and journal- 
ism grad. Top references. For complete 
resume on strong asset, write 

Box 6977, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADV.-SALES PROMOTION MGR. OR 
EXECUTIVE ASSISTANT 
Presently employed by N. Y. firm as Adv. 
Megr., writing publication & direct mail 
copy, planning programs, budgeting and 
handling administrative duties—seeks 
challenging position with aggressive or- 


ganization.. Age 27. Single. Will consider 
relocation. 


Box 6975, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


ADVERTISING—MERCHANDISING 

Executive seeks challenging position with 
manufacturer or agency where perform- 
ance spells progress. Extensive back- 
ground in research, media, merchandising, 
mail order contact, administration with 
top national firms. Exceptional education. 
Minimum $15,000. Request resume from 


Box 6980, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 

IF YOU’RE looking for a seasoned bus. 
paper editor & want facts instead of coy 
ad copy, here they are: J-School grad., 
over 20 years, exp. all phases trade paper 
editing & publishing; capable camera 
man; radio & PR exp. (Army); long on 
agriculture, retail merchandising; can 
pinch hit on promotion, mkt. research, 
adv. sales. Chgo. preferred. 


Box 6982, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


Art Director - Working - Layout, retouch- 
ing, production, - Slide films; or assist. 
to Ad Mgr. Box 6974, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


CATALOG DIRECTOR SEEKS FUTURE 
If your catalog is the backbone of your 
sales program, and if you are willing to 
consider a seasoned young (31) catalog 
director for a job worth a lot more than 
my asking salary ($8400), I can probably 
do a top job for you, especially if you 
sell to industry. Also can handle your 
advertising, sales promotion and publicity. 

Box 6986, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


Man, with long record of successful ex- 
perience desires opportunity as space 
salesman and manager, or representative 
in New York area. Can furnish proof of 
outstanding performance with consumer 
and trade publications. Write 
Box 6976, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 
Well established Mid West Rep with Chi- 
cago office needs one or two additional 
trade papers. Excellent references. 

Box 6962, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


CALIFORNIA OR FLORIDA 
Stable, midwestern AE with proved cre- 
ative, copy writing, administrative, new 
business and client relations ability in in- 
dustrial and consumer advertising (some 
TV) desires opportunity in Southern Cali- 
fornia or Florida with going-places agen- 
cy or as ad manager for advertiser who 
needs more SELL. Early forties, excellent 
health, happily married, daughter 14, uni- 
versity grad., 6 ft., 180 lbs. Now em- 
ployed. . .$10,000. 

Box 6983, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Female writer with fresh ideas, thoro re- 
tail merchandising & promotion experi- 
ence plus two years as secretary at na- 
tional ad agency seeks copywriting break. 
$65 start. Chicago. Box 6989, ADVERTIS- 
= AGE, 200 E. Illinois St., Chicago 11, 


AGENCY HEADS! 


Here's a personable pinch hitter 
who can pay off for you. 


e As Account Executive for an 
important client; 
oe In new-business solicitation; 


e In creative-minded campaign 
development. 


Presently associated with a sub- 
stantial agency and well 
regarded. Broad account back- 
ground with General, Drug and 
Industrial firms . . . backed by 
experience as Sales Manager 
and Sales-Promotion Director for 
blue-chip companies. Prefer 
Chicago location. 


Write Box 947, Advertising Age, 


200 E. Illinois St., Chicago 11, Ill. 


advertisi 


ground in all 


200 E. Illinois St. 


CREATIVE ADVERTISING 
MANAGER WANTED 


Here is a wonderful opportunity for some young man or woman in 
, sales promotion and public relations. 1 
company in our field, manufacturing a line of styled merchandise 
with strong feminine appeal, which we sell to better retail stores 
throughout the country for store use as well as over the counter sale, 
under well established trade marks. Diversification of our product 
involves selling in industrial and manufacturing fields as well, all 
of which calls for a well-rounded and flexible marketing viewpoint. 
If you are the right person, you will head up a small, tightly inte- 
grated department, in our Chicago office, directly responsible to top 
management. You will have a bright, creative personality and back- 
hases of advertising. 
readiness to adapt are important. 
demonstrated ability. Our company offers a 

benefits, including insurance, profit sharing, etc. 
you would like to read if you were doi n 
all details of experience and personal history 
relevant. Let us know also how much salary you 
has a very bright future for somebod 


BOX 948, ADVERTISING AGE 


e are the leading 


Freshness of outlook and 
esponsibility will come with 
program of 

rite the same letter 
the interviewing, including 
that you consider 
will need. This job 
y. 


Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
Screwball claims aren’t necessary 
Common sense in reasonable space 
in SANDERS ABC 3 
Appeals to Livingston County grass roots 


MISCELLANEOUS 


FINE AGRICULTURAL ART 

Write for illustrated brochure 
JOHN ANDREWS 

No. 36 Omaha, 


7265 Nebraska 


“Our 43rd Year” 


AGENCY COPY OPENINGS 


Sr. Copywriter-Group Head $15,000 
Copy-Contact, plastics $10,000 
Copy, bldg. construction $ 8,000 
Artist, genl. agcy. exper. $ 5,200 


GLADER CORPORATION 


“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


grad. now employed, age 35. Write for} 


ADVERTISING ASSISTANT 
Leading manufacturer of food process- 
ing equipment is seeking qualified man 
to assist advertising manager in all 
phases of industrial advertising. The 
position consists of working on trade 
papers, catalogs, direct-mail publicity, 
and external magazine. College gradu- 
ate preferred, experienced in technical 
writing, editing, and magazine produc- 
tion. Ability to get along with and 
secure cooperation from others is es- 
sential. In reply state education, pre- 
vious experience, personal data, pres- 
ent salary, and ony other pertinent 
information. All information will be 

in. confidence. Starting salary 
range $5,000 to $6,000 depending on 
experience. Box 950, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


Equipment 

for Sale? 

If you want to sell anything 
from recording equipment to 
reproduction equipment such 
as a Multigraph machine, you 
will find the classified page of 
Advertising Age a quick, inex- 
pensive way to contact buyers. 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


DOU 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


FRonklin 2-3280 
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Cigarets Take 
Shellacking at 
Cancer Congress 


(Continued from Page 3) 

to hit the upgrade since the De- 
cember scare. It was, in fact, the 
first upturn in cigaret production 
in six months and the first rise 
in cigaret shipments in ten months. 
The Bureau of Internal Revenue 
figures showed that output rose 
2.7% (up to 34,219,854,146 ciga- 
rets, according to the bureau) over 
May, 1953, and tax-paid with- 
drawals rose 4.1% over the same 
month. These figures tend to con- 
firm the opinion in tobacco circles 
that the cancer scare would grad- 
ually lose its effect and smokers 
would return to the winsome 
weed. 


® However, through April, total 
output of cigarets for 1954 was 
129,857,419,238 cigarets (another 
number indivisible by 20) or 
down 8.45%. Through May 
(thanks to that month’s improve- 
ment), cigaret production was 
down only 6.23%. 

Financial reports indicate that 
the end of the excess profits tax 
has cushioned the impact of fall- 
ing sales. Liggett & Myers has 
stopped issuing semi-annual re- 
ports. So has R. J. Reynolds, but 
this week Reynolds reported that 
its third quarter—ended June 30— 
shows a profit of $1.09 a share 
compared with 79¢ in the like 
period of 1953. 

Reynolds said the increase was 
primarily due to removal of EPT. 
The tax saving more than offset 
any dip in sales and the cost of 
introducing Winston, its new filter 
cigaret. Reynolds paid $4,600,000 
less last quarter in taxes than in 
the final quarter of ’53. 

Reynolds’ pre-tax quarterly 
profit was down from $27,510,000 
in ’53 to $25,828,000 in 1954. 


e American Tobacco Co.’s first- 
half report shows a sales decline 
from $524,780,000 in 1953 to $518,- 
260,000 this year. 

P. Lorillard Co. reports sales for 
the half have fallen to $117,271,- 
030 from $119,565,969 for the first 
six months of 1953. Net profit rose 
to $3,731,422 ($1.19 per common 
share) from $3,298,412 ($1.04 a 
share). 

For the last quarter, Lorillard 
sales are off sharply from the same 
period in 1953 Sales fell to $60,- 
903,579 from $67,691,328. After- 
tax profit is down to $1,775.674 
(56¢ a share) from $2,022,386 
(65¢). 

Philip Morris & Co. quarterly 
sales and earnings also declined 
sharply. Sales for the three months 
ending last June 30 were $75,281,- 
823, compared with $77,357,279 
for the like quarter in 1953. After- 
tax profit dropped to $3,048,473 
(95¢ a share) from $3,707,251 
($1.95). The Philip Morris reserve 
for federal taxes last quarter was 
$3,304,364—$822,000 less than in 
the same period last year. 


= Meanwhile, the Tobacco Indus- 
try Research Committee reported 
a three-fold policy to direct funds 
into research on: (1) Study of the 
physical and chemical composition 
of tobacco and accompanying 
products; (2) study of tissue 
changes in humans and animals 


under various conditions, and (3) 
study of smoking and other tobac- 
co habits and of the emotional 
and physical makeup of smokers. 

Dr. Clarence Cook Little, TIRC 
scientific director, noted that the 
industry has raised $500,000 to 
finance research, emphasized that 
research to date has not succeeded 
in pinning down any single cause 
of cancer, and explained that a 
study of tobacco habits and the 
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glandular and nervous system of 
smokers might touch on “rela- 
tionships between smoking and 
health, but we would like to see 
some studies with penetration into 
the characteristics of the smoker, 
and non-smoker, rather than just 
numerical computations” 


Hertz Boosts Ad Budget 
for Magazine Color Pages 

Hertz Rent-A-Car System Inc., 
Chicago, has added $200,000 to its 
national advertising budget, pre- 
viously set at $1,000,000. 

Added to the schedule are three 
four-color pages in Time _ Inc.’s 
new Sports Illustrated and four 
full-color pages in Life. The 1954 
campaign also includes full-color 
ads in Collier’s, Holiday, National 
Geographic Magazine and The 
Saturday Evening Post. Hertz pre- 
viously used two-color magazine 
ads. In addition to the national 
campaign, Hertz has planned a 
$2,000,000 local advertising cam- 
paign for 1954. Campbell-Ewald 
Co., Chicago, is the agency. 


Hollingsworth & Collins 
Changes Name, Elects Officers 

Hollingsworth & Collins, Rock- 
ford, Ill., has changed its name to 
E. R. Hollingsworth & Associates. 
William P. Collins resigned as 
exec. v.p. Aug. 1 to establish an 
art studio. 

Earle A. Schroeder, an account 
executive, has been named v.p.; 
Everett Friberg, production man- 
ager, has been named treasurer, 
and Budd A. Reesman, an account 
executive, has been elected secre- 
tary. E. R. Hollingsworth con- 
tinues as president of the agency. 


Burnett Staffers Talk TV 

No longer will the patois of 
broadcasting department person- 
nel baffle other members of Leo 
Burnett Co. Such terms as “‘dolly- 
in,” “lap dissolve” and “scanning” 
are explained by definition and 
diagram in a 16-page “Glossary of 
TV Terms,” prepared by the Chi- 
cago agency’s broadcasting de- 
partment staff and distributed to 
the Chicago, New York, Los An- 
geles and Toronto offices. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


EVEps 


HALO EVRY-BODy Ae 


LATEST ‘BIGGEST’—Don Wilson, well known for his size and as the an- 

nouncer on the Colgate Summer Comedy Hour (NBC-TV), sounds 

off with the Halo shampoo commercial for dancer Betty Scott. In 

the background is what Joe Rines, Bryan Houston Inc., creator of the 
Halo song, saus is the “biggest musical score.” 


You Can Get ‘Ad Age’ in Sweden... 


McGraw-Hill Catalog Offers Overseas 


Subscribers 750 U. 


NEw YorK, July 27—This week 
3,600 copies of the fifth annual 
McGraw-Hill Export Subscription 
Catalog are going into the interna- 
tional mails, addressed to book- 
stores and subscription agencies, 
to U. S. Information Service offices 
and foreign government libraries 
and to U. S. government purchas- 
ing commissions in a total of 63 
countries. 

Listing and describing 750 maga- 
zines of scientific, technical, medi- 
cal, industrial, business and gen- 
eral interest published in the U. S., 
which are available for subscrip- 
tion sales abroad, the 524-page 
directory contains almost five 
times as many pages.and six times 
as many listings as did the first of 
its line, issued during the summer 
of 1950. 


s The catalog is divided into two 
main sections, business publica- 


|tions and magazines of general in- 


terest. Each listed publication re- 
ceives a half-page of space, which 
in turn is subdivided into a de- 


Our business is photo engravings... our 


AND ASSOCIATES 
OTO ENGRAVINGS 


DAY AND NIGHT SERVICE 
160 E. LLENOIS ST., CHICAGO 11, ILLINOIS 


methods are mod- 
ern... our crafts- 
men are tops... 
our determination 
to please is un- 
swerving. Result: 
Engravings of out- 
standing quality. 
Color and black- 
and-white. 


S. Publications 


scription of the magazine’s field of 
interest and a listing of subscrip- 
tion prices, in native currency, for 
all countries concerned. By refer- 
ring to the catalog, an interested 
party can discover which publica- 
tions are of major value to him, 
can learn immediately the cost 
of a _ subscription, and usually 
can enter that subscription directly 
at the agency where he has con- 
sulted the book. 

“Since less than 10% of the 
world’s population today enjoys 
free transfer of funds,” says Ber- 
nard P. Dangelmaier, general 
manager of the export subscription 
agency, McGraw-Hill Internation- 
al Corp., “this service makes it 
possible for the foreign business 
man to subscribe to American 
magazines he needs in his opera- 
tions with a minimum of red tape 
and difficulty.” 


@ When a subscription is received 
by the McGraw-Hill office here, 
it is forwarded almost immediately 
to the publisher concerned, with 
remittance in American dollars. 
For its services, McGraw-Hill re- 
tains 50% of the subscription 
price, but out of this sum it pays 
a commission to its foreign agent 
and also absorbs whatever foreign 
governmental charges may exist 
for special taxes or for levies on 
foreign exchange transactions. 

There is no charge to the maga- 
zine publisher for the half-page 
listing, and descriptive matter is 
furnished by the individual maga- 
zine itself. McGraw-Hill insists, 
however, that all such material 
must be strictly factual, and 
rules out the inclusion of any 
promotional statements. For this 
purpose, advertising space is avail- 
able in the catalog, facing or ad- 
jacent to listings, at $100 for the 
4x9” page, or $60 per half page. In 
the current issue, there are 157 ad- 
vertisers. 


# A section of the book’s introduc- 
tion (printed in English, German, 
French and Spanish) explains the 
importance of business audit in- 
formation to American publishers, 
and calls attention to the inclusion 
of qualifying data regarding the 
subscriber’s business and _ title 
when ordering publications. 

To help the foreign purchaser 
in his use of the catalog, two in- 
dices are included. One lists every 
publication carried in alphabetical 
order by title. The other is a trade 
index, carrying the names of ap- 
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propriate publications under 185|GJadys Simon to Gould, Gleiss 
classifications. Gladys Simon, formerly with 

And on Page 36, it says that if/Douglas Aircraft Co. and Facts 
you want to subscribe to ADVERTIS- | Consolidated, both in Los Angeles, 
ING AGE in Sweden, it will cost you | has been named assistant to How- 
43.75 kronen per year; in Bolivia,|ard L. Benn, president of Gould, 
that will be 3,600 bolivars, please.|Gleiss & Benn, Los Angeles and 


Chicago marketing consultant. 
Wildroot Boosts Dentinger 


Wildroot Co., Buffalo, has ap-| Dunn Buys Outdoor Plant 
pointed Charles Dentinger media} pjerce J. Dunn, president of 
director in its advertising depart-| Richmond Poster Advertising Co., 
ment, a new post. Mr. Dentinger,| Richmond, Staten Island, N. Y., 
a member of the advertising de-|has purchased the posting and 


partment since 1948, will work| paint operations of Staten Island 
with Batten, Barton, Durstine & Outdoor Inc. 


Osborn, Wildroot agency, in selec- 
tion of media. 


Tuttle & Kitt Names Smart When you BUILD a new home 


Wayne D. Smart has been ap- the odds are in your favor that 
pointed sales promotion manager THE 
of Tuttle & Kift, Chicago, a sub- 
sidiary of Ferro Corp., Cleveland.| MORTGAGE 
Mr. Smart, formerly Crosley sales 
training manager for Avco Mfg. LENDER 
Corp., will develop a program for who 
the company’s electric range sur-| | a 
face heating units. finances it 
Mrs. Letts Joins Brennan for you 


Mrs. Lou Letts has been named | reads 
director of publicity of Brennan 


Advertising Agency, Houston. h 
Mrs. Letts formerly was with) ouse + ome 
Needham, Louis & Brorby, Chica-| the greatest influence in homebuilding 


go. DESIGN CONSTRUCTION « FINANCE + SALES MODERNIZATION 


there’s an easier way 
to reach military buyers 


You can get a direct “shot” at all the military buyers in the 
US. and abroad through THE MILITARY MARKET. This month- 
ly magazine carries your advertisement into the offices of the 
purchasing officers who can put your product in Commissaries, 
Exchanges, Clubs and Messes, where an immense part of the 
annual 8 billion dollar Armed Forces payroll is spent. 


Guaranteed monthly circulation of 15,000 means your adver- 
tisement gets widest coverage in the field. 

Top-flight editorials, news and features in THE MILITARY MAR- 
KET mean thorough readership. Your advertisement is assured 
high visibility. 

Take this opportunity to build business with the 314 million 
Armed Forces consumers and their families. Get ‘(How to Sell’’ 
details and market data from our nearest office. 


HIGHEST readership among military buyers * MOST coverage per ad dollar 


Cireulation Guarantee: 15,000 per month 


THE MILITARY MARKET 


ARMY TIMES PUBLISHING CO. 3132 M St., N.W., Washington 7, D. C. 
publishers of 


ARMY TIMES- AIR FORCE TIMES- NAVY TIMES - THE AMERICAN DAILY (in Europe) 


NEW YORK: 41 East 42nd St ~ LOS ANGELES: 6399 Wilshire Blvd 


CHICAGO: 203 N. Wabash Ave SAN FRANCISCO: Monadnock Bldg 
PHILADELPHIA: McCar Hancock Bldg 


LONDON’ © PRANKFURT © PARIS © ROME TOKYO CASABLANCA 
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... the fellow who peddled 
plastic toaster covers for 
people with square heads 
to use as shower caps 


Two days later he was swamped with 1,072 requests 
in answer to this single announcement on his eleven 
o’clock show. There aren’t that many squareheads 
in WPTZ’s audience. But people just can’t help 
responding to Jack Pyle, Philadelphia’s newest tele- 
vision star. No wonder his nighttime show is sold 
out through next year. 

So we opened up two new slots for Jack Pyle daily 
Monday through Friday at 12 to 12:15 and 12:45 to 
1:00 p.m. The only way we can describe these shows 
is that they hold your attention like overhearing a 
conversation at the next table. Maybe Pyle will talk 
about a fellow he knows who’s a lighthouse keeper. 
Maybe he’ll interview somebody, talk about radio 
or TY, or call his wife. He’s built such a tremendous 
following among women that he’s a natural for 
household products. And the way he handles a live 
commercial . . . well, you know what happened to 
the shower caps for square heads. It should happen 
to you. Better call or write WPTZ for details, or get 
in touch with your Free & Peters ‘‘Colonel.”’ 


WPTZ 


Philadelphia CHANNEL 3 


AFFILIATED WITH NBC TELEVISION NETWORK 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
wertz Philadelphia; wez-weza * wez-tv, Boston; 
Koka, Pittsburgh; wowo, Fort Wayne; Portland 


Represented by: FREE & PETERs, INC. 
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